1« May 19S9 
40cla copy • SS a yaar 



PO 




THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE 



10 



A.M. Monday 
Through Friday 



MORNING 
SPECTACULAR 



Followed by 

NEWS AND WEATHER AT A BRAND NEW TIME 



11:45 

ABC-TV 



O 

Chick McCuen's : ^ 
Midday News \j/ 

Stuart A. lindman 

with the weather 1 | 

wm-Tv 



DO AGENCIES 
NEGLECT 
RADIO COPY? 

Sloppv writiiij;. hifk 
of radio ^pe(•iali^t^ 
costing ilulll^tl■^ m'^s■ 
l)ll^i^(•... Mimn ■>llo\^. 

Page 33 



The SRA awards 
—and the men 
who won them 

Page 36 

Why your tv 
commercials are 
costing more 

Page 40 

Latest Nielsen 
figures on tv 
home saturation 

Page 44 



MINNEAPOLIS - 



ST. PAUL 



IT'S ALL SEWED UP! 




Now more advertisers than ever before can piece to- 
gether some of the strongest — and largest — station line-ups 
ever made available over network radio. Where? On the 
expanded ABC Radio Network! 

With the addition of Don Lee (a No. 1 regional network) and 
the affiliation of the important Intermountain and Arizona 
Networks. ABC has added more than 50 new stations to its 
powerful line-up. A line-up, by the way, that carries an exten- 
sive array of talent — with entertainment, sports and news 
personalities like those illustrated above, and a r25-man na- 
tional and international news staff. 

Result: An advertiser can sew up the top 50, top 100 or even 
the top 200 markets with ABC's superior inside coverage - 
now stronger than ever before! 

We wouldn't want to needle the competition, but if you're 
looking for ]ienet ration, where else would you look but ABC? 

ABC RADIO NETWORK 
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DIGEST OF ARTICLES 

Arc agencies neglecting radio copy? 

Media men of the year 

36 William DiiUaril. Y&K an.l William D. kkf-r. .Mr-K. li.nioml 1,> tin- Malioii 
i;,-Iir<--ri,tatiN.-s Xs-n. U,r lli. ir "part in kr,-[,ii,g I .S. oo.ii..my in lii<:li" 

How Hood whooped up ratings 

38 Tlii^ A. w Enplaiul milk, in- rroam mannfarliirrr irMe.l hian.l awaiviu-, 
with an aiidienic. falc^-huililinf: ]iroimitiiin fnr il> -> niliraU-.l Wi-lcrn 



What's behind rising 

40 T.KlavV IV commtrciaK arr 



aroun.l iC; nioio llian fnr >ea 
ln^ hii£lu-r lalc nl ami priMliirlimi 



Look out, termites! Radio will get you 

42 -'^(■Hinp ti'i iiiilf i-..iilnil \ia tv, iic w^papi'is, ilirect mail InDiiplil nn<* 
.-lion^c to l'itl.-l)iir);h lirin, Imt lailio spici-d ii]) tlioulijcci anil salr^ 

Nielsen updates tv homes by counties 

44 Maik,-tint! liim icl.-aM-< ' i.iac-tK-al rstimal.-" of tv vaimalion as ><{ 
Vm. TcuaU sliou I ..>. at 86', uiili -cmic ^ldt(•^ hi<:li a- 'r>^, .-ati 



SPONSOR ASKS: What types of local programing 

do advertisers often overlook? 
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Here's how to reach 'em... down on the farm! 



Gross farm income for 19S8 exceeded 38 
Billion dollars. Big . . . and gellinjr 
ger. A great market ... a vital market 
for all |»rodnets of .American indnstrv. 
lloM to reacli this al)le-to-S|)en(l. 
an.\ions-to-bny market? Keystone 
Broadcasting System's 1067 afiiliated. 
locally ]irogrannned radio stations 



reach or d,113,7r>3 farms at llic 

local Icivl! 

821 of Keystone's adiliates broadcast 
farm |)rograms daily directed to the 
local farmer. 

We'll he ha|)|)y to send you our u|i to 
date Ivirm Market Anal\sis. Write us 
todav! 



Send for our new station list 

CHICAGO NEW YORK 

ni w. washii„.. ;:: 

STale 2-8900 ELdorado 5-3720 

• TAKE YOUR CHOICE. A handful of Sla 

• MORE FOR YOUR DOLLAR. No prerr 



ning Net*o 





'Sparkle and 
enthusiasm 
produce the 
sound all 
Jacksonville 
talks about!' 



says 

DICK FELLOWS . 

Operations '^£4 I 

Manager 
WPDQ 
Jacksonville 



Most people who hove good voice 
quolity ond con enunciote cleorly, con 
find o job in rodfo. Here ot WPDQ our 

ihon the obilily to tolk well. They must 
hove sporkle in their voice ond en- 
thusiosm for their sponsors' products ond 
services. In short, they must be true 
extroverts, ond this quolity must be 
mode evident to our listeners by the 
sound of their voices. 

It isn't enough for us to merely tell our 
listeners . . . we sell them with top 
flight commerciol production, sporked by 
on enthusiosm on the port of our men 
which reflects their pride in being o 
vitol port of one of the nation's lop 
rodio stollons. 

You'll be surprised whol con hoppen to 
your product in Jocksonville when it's 
sold with sporkle and enthusiosm on 
WPDQ. 

> P. .r, 

R<preser,led by 
Vt nard, Rintoul ond McConnell 
Jomes S. Ayers, Southeost 

5000 Watts 600 KC 

WPKDQ 

Robert R. Feogin, Pres. & Gen'l. Mgr. 
Where alert listeners tune by choice, 



NEWSMAKER 
of the week 



In (HI ui\exiu>( li d ntove, W'liilclinU Lahiirdlon'es shifted lis 
tr-rreatt'd Drlstan avroiint. hilling: $7 inillhui. from liryan 
Houston to T(itli(nn-Lmrd. (Uiicago. The orcinisition of this 
hiisiiiess hriniis some {niportimt ch(\n<^es to the CAiicajio scene. 

The newsmakers: \. K. TatlKun and K'cmu-lli Lainl, ill 
hringiiif;- Dristan into tlicir I3-> car-old slu.p. now iuiiidle the- M-cond 
largcM drug ar'c.init in a aiicagod)a>cd afrcncy ( \o. I i.^ >iill Mile- 
Lal.oralorio .ml of G(>ofTre> Wade, l.illint: million • . 

I)ri>lnn's groulli can l)c traced dirc.-th lo the eilccts of tv ad\cr. 
lining, and llial i>. \\hcro a great <lcal of the money uill remain. \rt 
Talliam told si'o.Nsoli in an exclusive inter\icw. tlioiigh exact media 
plans ha\e not I.een fonnnlated. 

WoA of Dristan'.-. pi ex ions media decisions liaxe l.cen the uork of 
Harold 1). Fra/ec. l>r\an Houston \.p. who ?uper\iMHl the accouiil. 
Speenlati(m o\ er the nio\e centers on what fntnre role, if any. Frazee 
uill pia> in the W hitehall pictnre. 

Vccording to the partners. tlie\ did not pitch the aci'oinit. "There 
wa^ no M.lii-ilati.m or negotiation in\oKc<l on our part with Wiiile- 
hall at all." Tatliam told M'ONSdi!. the decision, he said, heing on llie 
hasi. of the agenc^■s pasi performance with K'oljnos. I'lM. acipiired 
W'hitchairs Kol>no> aceonnt a >ear and a half ago. I 

To MMxice the account, the agciic\ uill expand it> \'ew York ofhce. 
uhich up to now ha.- been chiellN a mma ice oflice -for t\ and radio 
coniniercial.s. Though the acc.unt will he con^i(lercd Chicago-l.ased. 
with all creatixe work and account planin'ng d.nie there, the agenc> 
intends to hnild a "■compact hut coinplclc tcniii of ereati\e and mar- 
keting people to work on the account in New ^ ork." 

The additional Whitehall hilling nioxc,- Tathani-Laird from fifth 
to fourth place among Chicago agencie... (Sec SrO\>OI{-SCOPF 
f.n- a rundown of pre>enl hilling.- among top Chicago agencies. • 
Hut Dri.-tan and its .^7 million hilling (with an additicnial SI milli<.n 
in test prodncis) will not he the laige-t acc.mnt in the T-L shop. 
The agencN s portion of l'\G ( Flulfo. \merican Faniilv. Mr. Clean* 
i- it^ higgot ^inglc sli.-c of hu-incss. Other principal account.-: Ah- 
l.ott Lahoralories. (H-ncral Mill>, Parker IVn. 1\^C. C. A. Swau.-on 
(Camphell Soup -uhsidiarM. Toni. Wander Co.. W iedermann Hrew- 



\c( 



Hling 



) the 



"their growth plillosopli\ I 
Tlun >tarted out with Ahh 



loiisider onl\ the l)i| 
tori<-> and Heiidix wa-liing machines in l')16 and ha\e grown lo their 
present .Si'i milli.m hilling position in 1.'? >ears. 

The partners met at YM{'.- Chicago ollice in the late 'MU. Tathain 
had I.een adxerli.sing-nieicliandising direclor of the Kendall Co., 
Laird ha.i l.eeu adxerlising \.p. of W ceo Hi-oduct>. 

\fter .-er\ing \a\> -tint-, the two men founded their own agency 
in Chicago. Laird is piesident. Tatliam i- chairman of the hoard. ^ 
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leadership 



THE TAFT STATIONS . . . every year 
will an iinj)ressivc number of awards 
for leadershij) in broadcasting and j)ub- 
lie service. This is b'adersbij) wbere it 
eounts most. It is anotber reason why 
Taft Radio and Television Stations ean 
guarantee larger and more resj)onsive 
audiences for advertisers. This is why 
men whose business is selling j)roducts, 
put their advertising dollars in Taft 
Stations to get the be.-t sales results. 

If you are interested in having your 
advertising dollars earn more . . . now 
the time to invest them in growing 
Taft Stations. 





-| ra lio and television stations 



y, Inc., *Thc Young Television Corp. Sales Office: Ra, 
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THE PGW COLONEL SAYS: 

"The C.I.C. 

is a V. LP. 

at PGW" 

Every station represented by PGW has a 
C.I.C. ... a "Colonel-in-Charge" who is that 
station's special on-the-spot spark plug. He 
is an extra special line of communication 
between the station and all other PGW 
salesmen. 

The C.I.C. adds a big plus to our service and 
a big plus to our selling, and we think that 
every plus in this business is very important. 
Don't you? 

P ETERS, 
G MIFEIN, 
W OOBWAUD, IXC. 

Pioneer Station Representatives Since 1932 

NEW YORK CHICAGO DETROIT HOLLYWOOD 
ATLANTA DALLAS FT. WORTH SAN FRANCISCO 




Serving all Chicagoland! 



WGN-Radio's 'copter' service gets 
flood of favorable comments! 

WGN-Radio scored a Chicago "first" several mom lis 
ago with evening rush hour traffic and news hulletins 
beamed from a helicopter by Chicago police officer 
Leonard Baldy. 

Recently when this service was expanded to the morn- 
ing hours, the flood of approving comments by phone, 
wire and letter proved that the program had built a 
sizeable audience of loyal WGN-Radio listeners. 

• "Thank you for your kindly tii) on traffir tlie otlier nipht. 
I saved a half an hour on the outer drive thanks to vour 
advice." 

Mr. D. J. Freeze, 7621 misham An:, Chicago 31, III. 




» "... and Officer L. Baldy, is cutting down on accidents — 
believe me! And it's the best guide for all on the road. 
Thanks for the swell service." 

Harry J. Axal, 6243 S. Ashland Ave., Chicago, III. 

> "... I'd like to express my appreciation for the late after- 
noon and early evening broadcasts covering the traffic 
movements in and around the Chicago area from a heli- 
coi)ter. Keep up with the good work." 
Mr. Floyd N. Gatrcll, 406 Morgan Blvd., Valparaiso, hid. 

» "... tell Officer Baldy 1 am most grateful for the fine serv- 
ice being rendered by the Chicago Police Deiiartment." 
Genevieve Austin, C. S., 16918 S. Wood St., Hazel Crest, III. 

» "... the traffic reiwrts are terrific and more cities should 
ado])t this same technique." 

Mrs. W. F. Gruning,Jr., 3718 N. 92nd St., Milwaukee, Wis. 
In providing this valuable service to the people of 
Chicagoland, WGN-Radio and the Chicago Police De- 
partment have the full cooperation of the Traffic Com- 
munications Center of Chicago's Department of Streets 
and Sanitation; the Citizens Trafl[ic Safety Board; the 
National Safety Council and The Chicago Motor Club. 
This type of programming is just one reason why WCIN- 
Radio delivers loyal audiences for advertisers who want 
to sell all Chicagoland. 

mWGN-RADIO 

THE GREATEST SOUND IN RADIO 
^^^^ iJ,l North Michigan Avenue • Chicago 11, Illinois 
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Sponsor backstage coiuiimed 



"selling the lone" 
and JnDX'iditig licadliii 
for adxu'rti.'iino^ 
in all media . . . 



SCHLITZ 
Attunes Beer Drive 
To 'Joy of Living' 

A bright new song, "The Joy of 
Living," is setting the tone of 
the Jos. Sehlitz Brewing Co.'.s 
inr/J advertising program. 



PHIL DAVIX 

mi;m< Ai I si iT?i^i:'i$i % 

Inc. 

MUnuiy Il}ll8-yj50 
59 East 5-/ Street New York 22 



Uint to n lelc\isioii Matioii nuinagor as the main oilier pvohlcni* 
(liilior, sakv. ]Hoinolion. programing in tv. etc. I \\W\r\\ he faces. 

lint lh( Storz foM\enlioii take.- an area of radio progrannnjr that is 
^er^ nuu h tlie licart of the ;,hole. i.e. music and dehcs deeplx into 
the \\a\s and means hoth management and the pevfornier-personalitx - 
disk jockey nia\ iicst utilize it to build and hold audience.-. 

This \ear's cfin\cntion «as planned 1)\ a \ er\ ahle group of ])rac- 
tical, .-ucccsr-ful working jockeys, si)earheaded l)\ Bill Stewart, 
Storz'.- hrilliant national ])rograni head, and coouliuator for the 
convention. On the i)laniiing connnillee are: Paul Berlin, KM Z, 
Houston: Ira Cook. KAII'C. Il.dlywood: I'anI Couley. W KLO, 
Louisville; Tom Kduards. W !• BE. Cle\eland: Boh Larsen, \\ RIT, 
Mlhvmikee: Boldn Seymour, W KMIl, Detroit and J.,e Smith. WILD, 
Boston. 

I uonld ha\e liked to ha^ e seen one jockey from \e\v York, and 
one from (Chicago on tlie panel, as \\ell as a touple of jocke\s hom 
con-iderahl) smaller markets than those rei)resente(l. But little do I 
Vuuw the ]irohleius Stewart had in lining ii]> his ]>lanning groii]). The 
group is. at any rate, a good one. And they lia\ e come up \\itli a 
nuinher of interesting panels. 

\n\ or all of these sessions could turn up nnich interesting and 
us.'fnl information, not to sa\ coii-iderahle entertainment. A- any 
one who has ever attended one of these meetings kno\\s. unscheduled 
and often fascinating -ide issues are often develojied in the course of 
these |)anel discussions. Last \ ear. for example, one panel got on the 
(piestion of \w\\ radio disk jockevs \\lio happen to he on the air at 
the -ame time as the dail\ Dick ('lark Al!(] T\ Aww program again.-t 
him. Since Clark is nn.re j-olenl than e^ er. and -e^ eral hundred local 
tclevi-ion l.andstami sho«s also Luck radio jockeys in man) ke) 
areas aroun.l the counlrx. a j.anel on programing against tv '•jock- 
ey -•■ nnght he useful. 

St:n-.stn(l(lt-(l lin(>ii|) of pro-;r;inis. liilfiit 

on much more informati\e and entertaining acti\it\ throughout the 
three daxs of the nieel than I can convey to \ou here. For example, 
as I finish this piece ( i May. a full 2Tda\s hefore con\ention tiniel, 
I jnst talked to Bill Mcuart. in Omaha. Bill ha- jusi lined uj) Dr. 
.Shane MacCarthu chairman of President L isenho^^ ers Council on 
Nouth Fitness, to tell the asscmhled jockexs how llie\ may help in 
thi- pet. and trenienilousK \ital, project of Ike's. 

Bill ha- also heen uorking uitli .-ome liigli-jilaced peoj.le in Wa.-li- 
ington to U\ to arrange for the surjtrise appearance of a major -tar 
at the conxcnlion"- -hou on Salurda) night. Whether this particular 
-tar -ho\\s or not. ho^^e\(•r. there i\ill he pleiitx of higli-po\\ ered 
enlertarnment at the hanipiet and >\u\\\ . The list of names sched- 
uled lo appear includes I'at Bo.me. I'egg\ Lee. Ceorge Shearing. 
\n.h Williams. Mike Nichols a.ul Klaine May. Chri- Connors. Diah- 
jime Carroll, ihc Kirhy Stone Lour, .lack Scott and nian\. nian\ others. 
The record companies, who sponsor breakfasts, lunches, cocktail 

I.lher in de\i-ing siipci slnnls this >ear. \nd all of them add up to 
make this con\ention a veal wuM for ever\ disk jockex in the conu- 
trx. for smart station operators and agenc\ men and their ke\ clients. 
Don't n.is- it. ^ 
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You miss HALF of the Pittsburgh- 
Wheeling Tri-State Market... 
if you are not using WWVA 



Personality selling has always been one of the n 
for success of advertising camjjaigns on WWVA. This 
picture represents i)rogramming designed for the entire 
family which, with CBS network jirogramming and 
the famous WWVA Jamboree, can be heard only on 
WWVA in the Pittsburgh-Wheeling area. On WWVA 
you buy unduplicated programming which means 
undivided audience with top ratings. Pulse shows 
WWVA first by far in average ratings for every time 
period in this 46-county area of 486,700 radio homes. 

Vivian Miller "Sundown Serenade" • Lew Clawson "Sports 
Director" • Jeanne Hamni "Report to the Women" • Frank 
Thompson "Panorama" • Dick Reeves "A'ws Director" 
Lee Moore "Coffee Drinkin' Nitehaivk" • John Corrigan 
"1170 Club" ■ Lee Sutton "Home Folks Gathcrin'" • Hard- 
rock Gunter "Good Morning Show." 



Ffuiiovi.'^ on Xlio loojd sotMio" 

WWYA 



See your John Blair man today. 



13 



RUNAWAY SALES SUCCESS 
SULD IN 74 MARKETS 

INCLUDING: BOSTON, MIAMI, DENVER, 
SEATTLE, TAMPA, SAN DIEGO, ATLANTA, 
NEW ORLEANS, SPOKANE, FORT WAYNE, 
SALT LAKE CITY, CHARLESTON, W.VA.! 



stallion! 

I 

Some choice markets still available! | 
Phone or wire collect or talk to your | 
local ITC representative today! ^ 





INDEPENDENT 
TELEVISION 
CORPORATION 

488 Madison Avenue • New York 22 
PLaza 5-2100 



.!/»</ uunJi.mu ir mul ra'lin 
nrus nj llir tirrl: uilk inlrrprrinlh 
in .U^pth lor husv r^arler. 
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PUBLICATIONS II 



ABC TV Iins Ix'Kiin tii '^v.'wz tin* iixe in e:iriir?t cin JifTiliate* vho impinu'e on 
iiotwdrk roiiimcrrial pro^rrani time >*itli spnt annoiinrrnienta. 

Srvpral of the network's stations vcre notified la<^t week that thfir ser> ire on nine -pon- 
-orod *lio\v.» alunit to be rhdjipeil (iff hcrau-p of infrinsen eni romplaint-. 

Ill rarli instance, before manv iiour? had pa'-serl. \Bf- station"^ relation- department re. 
reived assuranee? from these stations that the prartiee \4 0ii1(1 lie "topped immediately. 

P&iC, apenries have been ])artiriilarly voluble in romplainin? about ABC station- 
with a penrhant for substituting their own announcements for the last rommerrial on PSC 
-hows. .Another irate eiistonier wa« Chevrolet (I'at Hooiie). 



Cliieapo (.lolin W. .^liaw) eanie up vitli the >*eek".- juirie-t national -pot railio 
("iiiipaifni for the immediate future. 

It's .Tohn .Morreir* Kcd TIeart Do^ Food in U inark.-l-. invnh in- niin-.te. ar^d I D 
Wednesday. Thursday, and Fridav through Jnne and July. 



You'll find that a number of perrr|itive reps are di*tiirbed by the ilowue^a of their 
tv stations to prasp the potentials of tv-tane for spot. 

The concern i= two-fold: CD Few station* have faeilities. and -ome that have the 
equipment are bloekin? interested national ad\ertisers by makincr what these reps pall an 
"annoyanre ehar-ie*' for the ser\ire. 

Note: On the loeal level, a number of stations have built up quite an empathv with 
retailers hv doin^r remote tape? at reasonable co«t after the store closes. 



The '"pre-eniptible" type of raterard seems to be makinji more headway ainoni: 
buyers of spot tv. 

They like it for two reasons: CI ) Its basic principle has worked exceptionally well for 
I.estoil. and C21 schedules become more flexible and economic. 

The t^ pe of ratecard which provide? this added fle\ibilitv is framed rou^hlv alon; the-e 
lines: 

.'SECTION I: Spots at straight rardrate Cles- annual discounts^. 

.'5ECTTOV IT: Categories are the same a? above: but there's a V'^'^r discnurt fr..m >er. 
tion 1 rates because Section 2 -pots are pre-emptible on tivo weeks* notice to advertispr' \vi'l. 
iii.e to pay the Section 1 rate. 

SECTION III: Available for those who want the lowest possible rate. The --^ots ire 
pre-cmptible on two weeks' notice for Section 2 rrcupants and one week's notice for -^eetiir 
1 advertisers. 'Section 3 thu- is virtualh a run-.>f.srhedule contract.l 

Anionu accounts that have lately made liea%\ u^e of thi- tvpe of ] re-empti n pla'i 
are Bissel and Pillsbury Cvia Burnett ' and Toni via North . \bout -^0^^. of 
buying for next season Cl.a Roche' is harne-sed to the -aiiie concept. 

For stat^on^. the jilaii has the virtue of keepiiip: -old out on the ba-i- of suppl> 
and demand, but the added headache of continuous paperwork. For ren- it n^eans 
more senicins; responsibilities, and for buvers it involves ::reater po|irin2 f -^hedule- aid 
approving of make-goods. 

.959 17 



SPONSOR-SCOPE conlmucd 



The fxposiiro of ('oiiiiiicreiiils among ViiiiTioiiV 4-t iiiilliuii l\ Iioiiios tothij can 
\tc llfiiirrd only in ontt-r-spiicr ina(1ioniati<'!:<. 

.Sl'ONSOH-SCOl'i: aAi-d XwUcn lo calcnhiu- how many lionio-roniinciTial-inii.ivs- 
.«ioii!. ilio nu'dinni dclivfrt*, ;ni(l lliis is his answer: 

• IVr (Kny: ,S.52().()0().000. 

• For Mfok: 2 h5U!',,0()0,()0(). 

• Per month: 9{],0:52,U00,0()O. 

Thr nssiiinpliouh in ilici^o cah-nhilionn: ( I | 
ntcs daytime and .'>0 niiiitiles the rest of the time; (2 ) 
(•o»h'; i'ii) all «hnytinrt' Md" 15-iiiiniite programs; (4) Sainrda} divided etpially between 15- 
nnd 30-minute projirams: and (5) Snnday daytiiuc divided equalh hclween 30- and 60- 
iiiinule ]»ri>granis. 



p»)ts at eaidi hrcak 15 inin- 
1 roinmercial lime as per NAIJ 



iVoNV ^ ork a«jcn«'if!i hnyin<; 8n1)Htunli:il spot l\ ^anlpaign^ for the fall report that 
? tiphtt'i-l niarkrt thi'j'ro eneoinitfrinj; is Los Angclrs, 
\Mothcr lotiuh one is San Franrisco. 



-both ly and radio — h)»)ins hij; in the 1960-niodtd i)hnis for I'oniiar. 

udjret as it now stands ealls for 8pons»)rship of the Notre Dame jiaines. ])his 
(work «p»'eialH. pins spot salnrulions in hetween. 



One of the earliest «)f all earlient radio nsers (ISIarshall Kiehl. Cliirajio) afl 
lonj; interval has returned to tlic niedinni — speeifieally fni. 
The ^lation: WFMT. 



Even llioii<j;li the tr«'n»l toward split sponsorship is stronj;er than ever, there'll 
he at least 31 shows in prime network time this fall with single sponsors. 

What has kept the numher of sinde sponsors at almost last season's level i'; that leading 
advertisers like 1*<S<;. (Jeneral I'oods, and l^e>er — ha>e ea«di inei »'ased their exclu- 
sive eoniniilnienls. 

Total sin?le-sp.Mi.ore.l pro^-rams hv network as of now: CdJS TV. 14: \1!C TV. H. ABC 
TV. (-). 

Im'w network tv a«lv crtisers se«'m to l)c lakin<! advanta<;e of the rip;lit to elimi- 
nate sonu- of the old "ninst" markets next fall, 

\ecordinir to the networks, tlie lin<Mips hy and large are jnst as hig as in the past 
season. In the ease of NBC TV, die average i* 12.'i-l.'>0 stations. 

\pparentlv adverlisers are sold on the thesis that if enoncli smaller markets are 
aihlcd. they can eonni on :i nuieli higher national rating. The reasoning is that small- 
er markets have fewer stations. In-nee the andienee per piograni will he relatively 
higher than in a his market. 



'Pin- snnff hnsiness. which once (lcpcnde»l largelv »)n sampling for its promo- 
ion, lias hegnn lo make radio and Iv the mainstays for the prodnct. 

Tliis rnrioiis swing ean ho attrihuted to a great extent to the wandering of the snnIT 
iser. Alanv hav e inigraled out of the Sonlli. so snnfT niannfat liners hav e inrned lo ihc 
i!r media lo keep np with the market. 

Some estimales ahont snnIT: ( 1 I \l.otil :\C> million Ihs. of snnIT arc sold a vear. making it 
I hetlcr than million hii>ine>s: (21 Iv anil radio spot e\pen»lilnres are sonn-whci-c 
n onnd ST.'^O.OOO; ( ^ the firms that .lo the heav iest Inn ing of air media for thai field are 
['. S. Tohaeco. <;. W. Ilelme. American Snntl. and Hiown WiHiamson. 
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SPONSOR-SCOPE continued 



M5C 'IT li;is iiu iiilcntidii nf .s.-lliii-: its |iriiii<- iiij;liltiiii<- in ;iii>tliiii- l<-^- lli:iii 
li:iir-Ii(iiir units f(ir tin- fiill. 

So p:ivs llic iiotu oik's clii.^r s;,1p^ v.J). \V:iIt<T Sciitt. 

M.itli CI5.S TV VIJC TV iiicaiitiiiic :ir<- (ilTriin^ 2(»-iiiiiiiit.- units in s. N. ial 

fiO-niinntc shows, uilli tlic rislit t(i spiond out llic <illo\\;il)lc two iniiiiilo« of coiimioifinl over 
luo cousoriilixf^ works. 

I'cl.ilivc sHl-oiil positions: Scutl csliniaH-s lliat tli<- nrtwnrks as <if I May llii- year 
alu.nt wIhmt lli.-y w.-ir I Jnly last y.-ar. 

L.-N.-r IJins. lias lakni .nily an allcrnat.- w.-. k .if tin- Ciun.lio Mai \ sliow foi 
next season : so NHC TV is hcntinjr the liiislies for a soc.nid s|Hnisor. 
Tlir talent prin- ask.-.l : S.'^^.OOO. 

^Milcs T.alun-atorics. \ icldiii-: In tin- siren rail ul" discdnnl a<l\ anta,;:<-. lliis urek look 
nwav three alternate, cpiarler-lionrs it Iind been (Mrrviii!: on CRS TV (1a\liine iiimI ;:a\c tlieni 

t.i i\nc TV. 

(Loss to CnS: alioiit nn'llioii per vear.) 

IMiles Jtnw will lia\-e fcnir daylinin qnailer-li(inrs weekly nii NI{(\ uilli liillin^s 
wortli ?2.7 nn'llion. Tlie previous "Miles rommilment witli NRC was fonr altcrnale .i"art<''- 
lionrs. 

Tlic ileniaiiil f(ir nctwcuk s|i(n-ts is jnst alunit sine t<i cvcecd tlie sn|i|dy. 

Already NBC TV. for instanre. is lining np a nniiilier of extra cNeiils in adili- 
tioii to tlie mass of Kasehall. basketball, football, and polf it norniallv earries anion;; iheni 
tlie IJnssian-.Vnieriran trark inert, Little Ix'aj;iie \^^n-l(l Scries, and pro-f (uitliall e\- 
liihitions. 

Two problems facing tbat network: Ml There's jn^t so nineli Satnrdav and Snndav 
time before 7 ii.ni. EST. and (2) \ational Professional Football Leaaue pren.le.it Cerl 
Dell's desire to keep pponsorsliip localized. 



AKCTV still lias liojics of coiiiin;: np with soiii 
in the .'Saturday 10-11 p.m. period tliis fall. 

One possible Iiiteb: Objections aliont sliowiiij: tli 
pros iiiifilit lie lioldiii;: tlicir own uaiiies at llial lime. 



■ lca;:iic f.ioll.all |o -pol 
in lii^' cities wlicrc tlic 



Clialk litis np as witlioiit precedent in eitln r radio or Iv: M?C TV iicM 
^ct o\er 70^ of the network cxpeiiditnre^ coiiiiii:: ont of Detroit. 

iNHC's explanation for tins extraordinarv imbalanee: Tlie record of accc] 
buill up witli the automotive- o\er inanv vears. 

Here's an allocation In network of Delroit uioric\ ( either abeadv coniinitlec 
be eommilledl in terms of total lime and talent cii-ts: 



\i>vi;i;tisei! 
Uiiiek 
Chevrolet 
Podpe 

Ford Motor Co. 

Oldsniobile 

riMiiontb 

rMS-\ r. Spai 
Total 



rns T\- 

^i.(.no.nnn 



SI I.OOO.OOO .S}{.«)0(».(»(»() 

\BC TV's .share figures about 17^r. and CR.- 



^.:;no.f)00 

2:^.(i(Vi.()0(i 

ii.'.dti.ono 
1 •;iu).(i()o 
•..'.oo.ooo 
>;.>(». 1 (»().(»()() 

TV's 12'-;. 



1(11 \ 



l.'x to.Odd 

1 i.i«t(».i»( Id 
■,..'i(id.O( Id 

2 l.ddd.ddd 
(«.()Od.dl"K) 

n..',(io.ond 
';.')dd.oon 
•;.:)no.dOd 
S7(».<)()().(»()() 
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SPONSOR-SCOPE continued 



Niolseu iK'xi ^veek will iiitiodiice a monthly report called Network Radio's 
I.eadiiifj Adv<M ti8er8. 

It will show the top 20 buyers of network radio time in terms of fl) total number 
of home-delivered broadcasts per month and (2) total number of home-delivered coni- 
nierci.nl iiiinntes per month. 

Tliniicli final prire of the i)aikaf;es are yrt to he worked out. llic l\ networks this 
wt'ok started to pnt ont feelers for sponsorship prospects of the I'rcsideiitial con- 
vention and election retnrns in 1960. 

CBS's package for the events in 1956 eoveriuf; both tv and radio ran somewhat 
over $5 million. 

Here's a radio developuient that maybe worth watchinfi : Two leading indepen- 
deiii fironps — Storz and MeLendon — are making; some changes in music policy. 

Storz' KOMA, Oklahoma City, has taken the aeeent off current pop releases and put 
it on long-playing albums, while MeLendon's KBAL (formerly KROW), San Fran- 
sisco, deserted the ranks of roek-'n'-roll for what the station termed "good mnsie." 



Network Iv finisbod the first <]narter of this year with gross time billinps of 
I. 56.480.41 a, or ».9% better than in 1958. 

For March of IQ.W alone, the colleetive edge was 12.2%. The IVTareh billings 
IXM- network (and pprrentage margins over 1958): AI?C TV. SI 1.565,031 . 23%; CBS TV. 
<523.226.3a5, 9.5%; NBC TV. «20,728.315, 9.8%. Total: S!55.51 0,731. 



I'lan-Ahead Dept.: NBC TV already is troubled by what may lia|>pen to its eve- 
ning schednles this fall shonld the Los Angeles Dodgers or the San Francisco 
(>ianls be a party to the World Series. 

California goes baek to standard time at the end of Septnmher, putting it fonr hours 
behind New York lime. One o'clock starting time in the Coast will be 5 o'eloek ED.ST. 
Should the games rnn over substantially, early evening shows wonld be knocked ofT, in 
addition to the NBC News. 

As the resnlt of its award of more Whitehall business (notably Dristan), 
Tallium-Laird moves up a notch among leading Chicago agencies. 

The Wliitehall allocation (.?7 million) also make.* Dristan Chicago's second biggest 
<lriig account, exceeded onlv bv the approximately '''1 6 million spent by Miles Laboratories 
via Geoffrey Wade. 

The five leading Chicago-bas(>(l agencies line up thus in total hillings: 

1) Leo Burnett, SlOO million: 2) Grant, $96 million: 3) Needliani. Louis & Brorby. 
$38 million; 4) Tathuin-Laird. <?25 million; and 5) Wade, S18 million. 

(See Newsmaker of the Week, i>age 4, for more on Dristan shift.) 

All tlirer tv networks this week were iu the proi-es- of tacking down some 
uiore or less iniporlant uiglit-tinie sales for the fall. 

The Snndav 9-9:30 p.m. period on ABC TV has gone to L&>I and P&G for the 
Rebel, of the western species. That gives L&M four shows on that network and P&G 



For other news coverage In this issue, m'C W'w.sniakiT of the Week. ]>agp •! : 
Spot Bins, page .52: \cws :nid Idea Wrai)-Up, page 78; Wasliingtou Week, page 73; .sponsok 
Hears, page 76: Tv and Radio Newsmakers. i)agc 90; and Film-Scoiie. i)age 74. 
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HOUSm TEXAS 



EDWARD RETRY & CO., NATIONAL REPRESENTATIVES 

COURTESY OF BU'CK 



THE LAS I 
THE EAST 
THE EAST 
THE EAST 
THE EAST 

^STMAN 
^STMAN 
^STMAN 
^STMAN 




MOYIELAB UUUUU 
MOVIELAB 00000 

MOVIELAB 'S'S'S'Sfl 
MOVIELAB §§§§§ 




INTERNEGATIVE B 




INTERPOSITIVE O O O O O 
INTERNEGATIVE ^ ^ ^ ^ ^ 
INTERPOSITIVE 

INTERNEGATIVE ^^^^^ 
INTERPOSITIVE P P 
INTERNEGATIVE C^^^CTCT^ 




Kodachrome 
Kodachrome 
Kodachrome 
Kodachrome 
Kodachrome 
Kodachrome 
Kodachrome 
Kodachrome 

MOVIELAB 
MOVIELAB 
MOVIELAB 
MOVIELAB 



J-^ J-^ J-^ 

lea c/^ 

s a a 



Ph 




S= Write for Color Methods Brochure: MOVIEUB COLOR CORPORATION. Movielab BIdg.. 619 West 54th St., New York 19, N.Y.. 
1 JUdson 6-0360 



WSBT-TV 



...sou™ BEND, INDIANA'S 
DOWiPIANT STATION 




MIKE MAY ... Pied Piper of South Bend | 

Mike May's "Popeye Theater" is South Bend's top TV | 
show for children. With puppets and personality, Mike weaves 
a special brand of make believe magic. And the kids love it, 
whether at home or participating in the studio audience. 

The Jan. -Feb. ARB gives this daily afternoon show a 
23.8 rating — more than double the combined ratings of all 
area stations (4:00-5:00 P.M.). Advertisers' success stories are 
legion on WSBT-TV's "Popeye Theater". It is typical of the 
many highly rated local personality shows on WSBT-TV. 

WSBT-TV dominates South Bend . . . the focal point of 
Indiana's prosperous second market. This station carries 8 of 
the 10 top rated shows; averages 45.2% share of sets in use. 
Effective Buying Income in WSBT-TV's 1 5-county coverage 
area is $1,613,896,000! 

For free market data book and remaining "Popeye Theater" 
availabilities, see your Raymer man or write this station. 

WSBT-TV® 



"Sth ant 
.^ladison 



Last Monda) e^enin", 1 addressed 
llie student Ixxh inenilier-()i)erators 
of the Yale liroadcasling Ciiini)any. 
at iheir end-of-season liaiiquel. Dur- 
ing llie eocklail jiarty jireceding the 
l)aiu]uel. 1 was tremendously im- 
])ies>ed to find that SPONSOR maga- 
zine was quoted rather liberally by 
the young gentlemen of the intra- 
mural liroadrasting grouj). When 
asked m Khat issue they had seen 
something (jiioted. 1 was told, with 
surjjvise. "Why. today's, of course, 
the same one with Lou Hausman's 
article." I really hate to make a com- 
mercial out of this, hut the feeling 
amongst the hoys there was that in 
order to i)e au coiirant with what 
ihey were doing, the magazine was 
a necessity to them. 

.\ame withheld 
executive, CBS. Radio 

Who' hoppen? 

That was a fine slor\ \n Daniel Sul- 
livan on page 38 of the May 2 issue, 
describing. "The Best Radio Pitch I 
l-^er Heard." How good a pitch 
WI?Z- A made is am])ly ])roven by the 
who])i)ing sale made to Hampden 
Harvard Hre\\eries through Mr. Sul- 
livan's Boston agencv. 

Now I'd like lo read a se(]uel. by 
the same author. The title might not 
lie ])rintabU\ but the text would be 
based on an item on ])age 66. same 
i>su('. reading. ". . . llamixlen Har- 
vard lirewories of Williniansett. Mass.. 
to Cohen & Aleshire. \ew York."' 
So just wlnil did haj.pen? 

Kenneth F. Small 
,/,>.. If'RUF 
Gaitiesville. Fla. 



Just finished read 
liackslagc cohiiiin 



orohjec 



SOUTH BEND, INDIANA 

ASK PAUL H. RAYMER COMPANY • 



• CHANNEL 22 
NATIONAL REPRESENTATIVE 



ig the Sponsor 
n the April 18 

I felt that 1 nuisl 

II on a fine i)iero 
,ig. \er.llrss 
d that von used 
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TRIPLE EMMY WINNER 

Best New York Program (Open End), Outstanding Male Personality (David Sussklnd), Station Achievement Award 

AND WE'RE ONLY ONE YEAR OLD! 

A happy first birthday indeed! 

CHANNEL j[3 WNTA-T V 




new, wide range] 



HIGH POWER 



229 KW VIDEO 
115 KW AUDIO 




Spans a 
Billion $ Rockford ': 
'• primary market .•' 

••••• -x 




COVERS ALL OF 14 COUNTIES AND MARKET PORTIONS OF 14 OTHERS 

The new, wide-rangi" of WHEX-TV, now inc reased to 229,000 watts 
video effcc-tive power five times the former ratings'), extends the 



primary hniits of tht? Itockford TV i 
IJotential . . . widens the "seioiuhir 
a total $2.5-billion. 
ROCKFORD MARKET 

TOPS IN SALES POWER! 



TOTAL MARKET: 




narket to encomiiass $l.l-bilhon 
v'" range of inlluence to inckide 

WREX TV COVERAGE 

WKEX-TV spans nndieiu^e 
intei-csl . . . coinparfit i vc vauk- 
\nis^ ol' lop proMrai'.is, AKl! area 
sn]-v('\-, sUdws 2:! of top 2r> |)r(i- 
uiauis are all on WKKX-TV. 
\V1!KX-TV leadership is strong' 
tlironuliettt the l<dccastin<. day: 



WREX-TV St.- 

■o„n 60.2* 
I) t'M 62.0 
Miit. 54.7 



413,099 
,502,773,000 
,768,295,000 



CHANNEL^ ROCKFORD 

J. M. BAISCH, Gen. Mgr. 

Represented By H-R TELEVISION, INC. 



49th & MADISON 

{Cont'd from pai^c 26 j 

W'ABCV Alan Freed a> tlie prime sub- 

jert for \our artirle. 

There are many admen who have 
'■liariiessed that beat." and we feel 
diat it is just a matter of time mitil 
mere people realize the importance of 
an Alan Freed and begin to buy ra- 
dio on the basis of what sells mer- 
rliancbse. rather than on their own 
personal feelings. 

Ren Hoberman 
nii^r, WABC 
Xew York 

Commercial Commentary 

We felt that the Connnercial Com- 
mentary cohnnn on creativity in your 
\pril 2.^ issue w as ont^tanding. 

We would like to prepare an agen- 
cy mail piece for onr company using 
the artirle as its feature. 

Would you lie good enough to 
grant us peruu'ssion on this? Xatu- 
rally. we would he glad to clear the 
piece with you before production if 
von so desire. 

John Forney 

Robert Liickle & Co.. Inc. 
IUrniiii!iliani 



I Up & down 

I In the 2 .May edition of your excel- 
lent publication, yon have an article 
on (lay time network television. In 
I the tai)le on jiage 8.S you have a 
' sub-head reading: "The \und)er of 
Homes Vieuing TV Has Been l)e- 

\lueh a> r look at this table, 1 still 
eonie up « ith only one ronclusion; 
nauudv. that time period viewing is 
I on the increase- both in absolute 
I niiniher oj homes and percent oj total 

Kxplanation. please? 

Jaye S. \iefeld 

vice piesideiit 

Keyes. Mwhicn <S: Jones 

Chicaiio. III. 



Any Comments? 

;oK ///.r.s- to hear froi 



that i(t 
purposi 



sni represents one oj 
lethods of insiirinp 
' (icconiplisliin^ our 
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walchingr J'TY m Fresno 



LEADS IN NEW RATINGS 

KMJ-TV has more quarter-hour 
wins during total rated time 
periods 

58% more than second station 
42% more than third station 
KMJ-TV has more quarter-hour 
wins Monday through Friday - 
daytime 

156% more than second station 
229% more than third station 



KMJ-TV Movie Matinee has 
5iV< more audience than any 
other weekday movie 

KMJ-TV also has top-rated 
late movies 

Data source: ARB four-u-cck survey. 
Fresno Melropohtan Area, Jan. 19 — Feb. 



quarter-hour figures shoirn 
ing periods when KMJ-TV 



(California) 



THE KATZ AGENCY, NATIONAL REPRESENTATIVE 
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You won't find our ten birthday candles on a cake. _ 

Instead, you'll find them scattered out there in 
the darkness— wherever they are needed to make 
some lives a littJe brrghter. - 

Because our ten birthday candles represent not 
only our ten* years in television— but more important, 
our ten years of public service in television. 

For it has long been the principle of the.Crosley 
Broadcasting Corporation that a Television Station 
or a Radio Station must be truly a good neighbor 
in its community— by. putting public service above . ; 
all other considerations. ■ • 
' So on ouptenth birthday at WLW-C Columbus 
and WtW-D Dayton, we don't look.back, but fqrward 
to the many ways in which we can contmqe to 
fulfill this public service responsibility in keeping 
with the tradition df the WLW Stations. / 



WLW-C 

Television 
\Columbu$y 

^ X 2 of the 6 dynamic 

WIW-D who stations 
Television y 
Dayton J . V 



sion of Aveo 



KFI 



ASKED 



r~ww^ Saturday Evening 

A. (January 24, 1959 issue) 



to enter a DISTANCE LISTENING contest! 



•i 



Trophies were offered to the most dislont listener in ony stole or 
orco who could identify "key" songs broodcosi by KFI. Responses 
wore received from thousands of listeners! 

The winners, represented by red dots, responded from 49 states, 6 
provinces of Canada and many foreign countries! Yes, wherever 
yau may be, chances ore yau can heor Colifarnia's "covering" 
station- KFII 

P.S. It's interesting to note that while only the farthermost county 
in Colifornio could bo a winner, we heard from every one of the 
58 counties! THIS IS THE COVERAGE WE WANT YOU TO KNOW 
ABOUT! 



MIC V 



KFr 



50,000 WATT 
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WHY POOR COPY ROBS RADIO 



^ Too few air«*iu'i«*s are 
e«|iiii»i)e«l U) pnxlure lop 
radio eomiiiercial!* siieli as 
lliO!*«* >vliioli are filio>vii here 



H 



eiliuiii 111: 
nalcurisli. 



* lime sak•^ is llic r:uli<) 
ing lu.,-au~e of .lo,,p>, 
ha.lilx nrilleii radio 



li\e (]U('slioii. .-"I'ONSOK \aA week 
inlcnieweil copy and creali\e heads 



I lo]) New York 
j several well known 
I llieir insisience on 
I standards. 
I Net of spo.Nsor'.. 



the trade for 
1 radio copy 



ev findiiij:>: 

I • At niai.N ageiieie>.' including 
some of the highest >ho|)>. radio 
toda\ is lieiii" "crealiveh sliort- 



cha 



ed." 



In radio, hov^ are heiiii: hired 
to do a ina>.'s joh'. 

• Writers get aronnd to thinking 
(and then only lleetingK I ahout 
radio afler tv and print sales mes- 
sages are polished to a luring iii-ter. 

• There's a tendency to rei\ on 
fre(]uency of comnierciai exposure 
rather than on imaginative content, a 
costly maneuver for a client. 

• Too many agencies lake the easy 
way out in radio copy, favoring the 



RADIO HONOR ROLL OF BEST-LIKED, 
MOST-REMEMBERED COMMERCIALS 



PRODUCT AC£NCY 

BORDEN'S./«./(/»/ rojje.' 

CHESTERFIELD_<v^;.,.e//es 

CLARK &ns„linr 

TETLEY _ 

ALKA.SELTZEL 

BUDWElSEfl_i^£.>x 

LSl-M ci^arcllcs Ihu 

PJEL'Sji^-r \o> 

7FF pn piT p ro iliul.s ("in 



Dolicrty.Cliironl 
McCtiiiiiKiieksoii 
rtitliaiii-l.ainl 
Oililvv, |{.nr.()ii X Mallii-i 
.M( ( aii.i-Ki i. k-on 
\\::dc 



I>!t' 



1.1- <^ KiibiciiiiL 
niii;iluiiil.^_lyVaM.i 



N ^ .0. 



Till-: 10 im:.'^ r-i.iKKi) \m) .mo.-^t-kk.mk.mijkhkd v, 

nirrriah of the pa\l six months trire lor llir proiiucis Ihird ahoi f •uith 'hrir 
anemi,,) ami sileclnl irom 1% rnlri.-s m a ^mrn oj 3.0OO pcrsor'. rr-nJu ud 
In Til, inr ]olin lilmr Co. ami rcl,-as,;l in new mid) ia.sl u l< . Tiio 

,li,eslums ucre a.J.e<l m 12 n,a,or markets- II hi el, eommereiah do >o» re- 
member hearing on the radio tliii week-' and If hirh did you like best? 



for . 



od it 
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AGENCIES GETTING THE BEST RADIO RESULTS 



QUESTIONING CREATIVE PERSUASIVE 




PROFITABLE RADIO SELL requires professional radio writers wl+h combination of talents, Intuitions. Shown (I to r): Davidyne Saxon. DCS&S 



laiuon^. slri(l<•lll•^(•l(•;llll leclniiiiuc. 

'Ihcsc sli|)>lu)(l ladies mean ('ver>- 
•uir l()M>s llic aficiic). llic clieiil and 

in wliich llicse praclicos are most 
prevalent are invarial.l> the ones 
wilh llie l()\\e.-l radio MliinjJis. Shops 
with hifili radio cop> standards have 
a lii{;h-|)r(ifil i)rnadeasl de|)ailinenl 
heean.M- the\ 're iieavx on radio Idll- 

In surveviiif; lop eopy l>e()ple who 
know their wav around llie radio 
mediinn. sroNsou asivcd xvliat eonln' 
he d.,ne al.ont this shoi l-ehanping of 
radio eopx. Iloxv do von uet ad^<•r• 
liser- 1(. ino\e into radio? \nd hou 
doe- ,„pv -ell for Ih.'m once ihev do 
us. radio? 

\■^rv^ a-enev writer expounded 
Ihi- hasie lhe<.ix. Ihou-h in dilTerenl 
wav- '1 11.- liesi ping for ladio is in 
radio itM-lf. When i|V used elfe.- 
liveh. ra.lio is sold elfe.li\eK. Ha.lio 

il. <.un l.<sl or uorM -alesnian. 

Radio's fust ni. isnic of elFeelive- 
i- »inipl\ "to he lieaid." sas- 
loan s.i.l of \l.Cann l ii.UMi. who 



writes for ^uch aeconnis as Ajax. 
Hniek and Cohmihia Keeords. J list 
having a eomniereial on the air, liovv- 
ever, does nol mean il irill he heard." 
The margin of dilTerenee I.elvveen 
Ixnng heard and nol heard is com- 
inensnrale with the range in com- 
mercial creativity and the co|J\' 
approach. 



Hill too many 


agencies operate 


wilh die llie<n-> ih 


It (piantitv makes 


nj) foi- (pialitv. aiK 


the\ load the air- 


ua\<'s \Nilh an a 


iiral hannnerloek. 


Davi.Kne Saxon. 




D.dier'h. Clilfonl. 


Neei! ,Sv Shenfndd 




IS I5,n den's. Mum, 


McConnick spice> 


and leas. Ipana 1 


sa\s "It's easiest 1 


. make, a ndslake 


wilh a hcaw hudg 


'I. The »im|)le act 


of repetition work- 


and. even thonah 




. von can make a 


hig sales dent."' 


Her thesis, and 


thai of her pri/e-w 




colleagues (see ( 


Tl^i,7';M.en!ng 


page 1 is lhal alllu 


ugh .he heavy.up 




II il w(Mjld deliver 


farmo'ie if the e..| 


V had heen closel> 


tended and ha-.'d 


on higliei |)rof(>-. 



sional standards of produelion. 

One writer told Sl'O.N.'^OK this 
lackadaisical interest in radio lends 
to make heller eoniniercials, Wliv ? 
"Hecanse the client is so disinleresiled 
and so t\diap|)y dial he doesn't care 
u-lial we do in radio! So if you've 





enlhusiasli 


c and 


imaginative 




his lack 


of client eoneern 


giv'-rhi 


n his l.esl 


chana 


to he realK 




and lo r( 


ach inlo left field 


as far 


is he wan 




When this 


happens 


as it <loe 




mv agencies 








clients who^ 


would 


level- know 


inglv 


lake a hold 




Ideidv fin 


1 Ihev 


lia\c- and 


Iha'l if 


paid off 






W he] 


a radio e< 




L-ial pa\s o(T. 




IS a thre 




gain.' Thf 




niav well 




new radic 


hnsincs 


and gel 




>as.>d radic 


hilling: 


the client i 


]ak(v 


noielislenei 




and sales 


ihe 


medium, it- 


self. in. 






and respon- 


sihililv 


wilh an,H 







llou do von make radio copx pa\ 
)IT? The one rule is thai wrilen 



SI'ONSOU • l() M\V l<»i' 



INSIST ON HAVING COPYWRITERS WHO ARE 



HUMOROUS 




Effective radio coninieiciah come from iiiniL:i- 
native ad specialist-icriters icho are hacked hy 
their agencies. The creative pace starts irith 
agency management ; moves onticard to the 
client, inward to the staff. Top copy comes 
from facile writers who act, react as consumers, 
have open minds, see a total commercial as 
comprised of words plus production elements 



Tom Lisker, L. C. Gu.nblnner agency 



>liuulfl liau' no ruli-^. -a),- Viipii^t 
Kerch, cop) urilfT at William Ksly 
who (•oncenlra[c> on ISallaiiliiie beer 
and ale. He thinks \ ou need "a hard 
-ell ?tor\ in a #of[ sell atni()Si)here'' 
uilh eiilerlaiiiiiieiil reiilacing the 
slraijiht cop\ ajiproaeii. \ hea\ \ ii^er 
of jitigk- 'Mr. i.ereh ihinki thi> 
musical form ••e.-lahii.'hes imiod aiui 
product iiiiasie" then iiiii)leincnted 
with an announcer deli\ering major 
cop\ ])oint.-. 

E\er\ good coi)y\xriter niu^l ha\e 
a di?criininaling ear and a feeling 
for rhuhin and jiacing. natural dia- 
logue and idiomatic phrasing, alleges 
Tom Lisker. c()])y\vriter at i>a\vrence 
C. Gundiinner agency. It's this apjx'al 
to the ear whkh makes radio copv 
^ing and ?ell. 

■■-Vnd it mean> \ on can make a 
real iiii])aci Iceau-e the listener has 
:o fill in the video porlicm of the 
commercial. When \our radio audi- 
■nee aelualK ^sork's \sith \ on in 
luilding a picture and a >tor\ . ) ou 
■an make a nmcii stronger impact." 
I'hat's whv he characterize- the tele- 



vi-ion audience a> more ajjatlietie. 

Mr. I-isker. in common with other 
effective cop\ specialist-. >ees the 
radio announcement — nsualK f)0 
seconds -as a unit within which all 
the tlrainatic wiriet\ of l!roa(l\sa\ 
pla\ can be cal)^uled. lie diaw- 
hea\il) on sound effects, music and 
musical effects for jiunctuaticjti to 
create mood and bt\le. 

The mo>t remend)ered conmiercial- 
and those i\hich are the most i)oi)u- 
lar are written liy i)eo])le who are 
ad\ertising specialist.- and salesmen 

-Margaret Thr.me of E>t> . \sho 
\\ rites for I'acquin and Ben-Gav. ])nt- 
it this wa>: " V Mlcce^^fu^ radio 
\\riter — and this i> one who hel])- 
-ell merchandise- ha> to he a con- 
-umer. think and feel like one before 
be can sell the listener. \\c ha\c to 
a])])roacli the co])\- ])rol)leni w'llh the 
total nlerchandi^in2 i)n.blem in mind 

what kind of radio is 1 eing use.l 
to arcompli>b what kiixl of a goal, 
what kiml of peojile do ue want to 
reach, and ^sliat i)rodu( t benefit can 



\se tell the li^tel.ers they will have." 

McCann's Joan >aek agrees that 
radio copy has never been more 
exciting, and ne\-er more diflieult to 
get aero-^. "We write with the knovsl- 
edge that we've comjicting with elec- 
tric raxors in the bathroom, crowds 
on the b.eaehes and traflie on the 
higlnsay-. We no h-nger have the 
famih attentivelv tuned to radio fit- 
ting down in the living room." 

Thi> new living pace f.u radio 
listeners from the sedentarv to the 
mobile demand- a new ami lively 
l)aep fill radio eo])\. This i- win 
theie"- been an influx of jingles 

bad one- and a continued str.- 

raucous, strident and in.-i^tent co])\. 
".Mu-ic i> still good." sa\,- .Mi^.- .~<d(k. 
"but it take- a lot of nunnn to turn 
out a re.ilK mui-nal jingle which will 
put >on ahead of the eiinijietition." 

The eonnuercial mu-t le most 
arre-tuit: in ternr- of the jiroduc t tl- 
-elf rather than the de\ie. u-ed, in 
Da^ i(l\ ne ^axon'- o])inion. " I In iio-l 
( I'lcas'- liiin /.) pa^i- 



Two big ^Bills' honored 
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by SRA 


conceived the ;i\ 


ard.s. e\phiin> the 


basis of \otiiij:: ( 


1 forknowle.lgeof 


for stature in the 
of this year's r 


ir media field.' Both 
'ci])ieiits fdled the 


hill. 

William C. ^-iii 


1" Dekker got into 


advertising for a 
son. While still 


\ery i>ractical rea- 
aii iindergraduate 


at the Uiiiversity 


)f \eu llanip>hire. 


he was a rejjorte 


aud editor on the 


Manchester (\. 


1.) Vriiori Leader. 


looked around hi 


11 and noticed that 


the advertising 


stair was making 


more money, an( 


proin|)tly ga\c up 


reporting to het 


ome classified ad 


manager. He \\( 


lit on to join the 


national advertis 


iig departiiieiit of 


the /V. 1'. Ilcrahl Trihtmc. then to 


Ted Bates as a time aud spare buyer, 


was media direet 


.r for I'&C. 


In 1943 he jo 


lied McCann-Erick- 


ion as director 


)f radio time and 


station relations. 


\\ hen a ra(lio/t\' 
tituted at Mc4-; in 


1949, Dekker wa 
tor. Three jear; 


s named its direc- 
latcr, the agency 


unified its niedii 


>et-up fur better 


planning and 


coordiiiaticm. and 


Dekker was selec 


ed to head up this 






Dekker's intert 


sts outside of the 


media world iuclu 


le hi. three children. 


fishing, sailing an 
For William 


1 clam-digging. 
)ollard. the Siher 


Nail Awartl had 




His first joh wa 


'with BBDO back 


in 1928 and he n 


members from that 


time the man ii 


whose honor the 


award was naniei 


— Frank ^il\ email. 


Rill DoUard gr, 


w up in New York. 


attended paroehi 


1 M-hool and New 


York University. 


At BBDO, he be- 




in the accounting 


department, went 




assistant aeeoui 


t exec, servicing 




s General Baking. 


Bon Ami and HI 


ack llor>e Ale. In 


194C, he went to 
Sample as tiuiebu 


Dancer-Fit/gerald- 
er on the Whitehall 


account. When 


he account moved 


ill 1949, Dollard 


.mud himself out of 


an ad job for tl 


le first time in 20 


years, remained 


joblc.s for about 




4® 



BILL, THE AGENCY EXEC: Mc-E's William 
DeUer, recipient of the new SRA Gold Key Award 



I 

I 



M-M-ii niDiith? until J;iiuiar\ 1950 
^^ll.■n lie {.">t ■elocatetl at Young \ 
Hul)icain a.- head of its t'stiniating 
flt'|)artineiit. H) \ii<;n>t of tliat \ear, 
lie \\a> hark at tiinel)u\ing again, has 
handlwl such clifiits a> Hordcn Co.. 
UfivhAnl (l.al.y food> and finni). 
Jolnisoii Johnson. Uo5al MrHee 
('orj).. TussN fosnietics. He reccnth 
Avas nani.-d' me.h-a account su|.cr- 
\isor at Y&K. 

Dollard is married, has three 
children, li^e^ in I ni.)ndah-. 1,. 1. 
on enough hnid to allow hhn to 
h.llou hi> hohhy of gardeni>ig. 

'i"\e alwa)s felt.'' Dollard t.dd 
^1■0^S(»H. "that a hu\cr"s success de- 
pends gr.-ativ on his r.dations ^^hh 
nation rej.s. Tve relied on them 
o\er the >cars and thcy"\c hcen cx- 
irenieh heljjful to mt'. I've never 
known another hiisincss cxcejit ad- 
veitisliig.'' DoUai'd vvent on. '"and 
frankh. I'd he loM uithout it. It's 
a husiness ,)f people, and 1 like 
1)co|j1c." 

Tlmehuving has come a long way 
in the more than 30 jears Dollard 
has l.cen in ad\crtising. Dollard 
fe.ds a lot of the change has .-onie 
ahout through the s\sitch from 
-l.eciali/ation to all-media respon- 



sihilitv. that this has increased the 
iiii|)orlance of the hnyer and has 
made his contribution to accounts 
and agenev of more magnitude. 

The Silver Xail A\^ard was pre- 
sented hv Frank Silvernail (for 
\diom it was named and who was its 
first winner last \ear). The Cold 
Key Award. gi\en'for the first time 
this \ear. was presented hv H. Pres- 
ton I'eters. of Peters, Griflin. Wood- 
vvard and president of SKA. Peters 
also jnesided at the luncheon. The 
av\ards conunittee was headed hv 
Lewis H. Avery of A\ ery-Knodcl.' 

.'sRA tlecidcd last year to |)er|ietu- 
ate the anuual Siher Xail i)laque for 
timehuvcrs. has now added the Cold 
Key as a companion award for other 

"^The winners were selected hv secret 
ballot. The Silver Xail winner was 
decided bv the \ote of rep firm 
salesmen: tlu- Cold Key sel,Tti..n 
was based on the v ote of tlie Sll \ rep 
firms. Pallots went ..ut on 1 March, 
were returned hv l.i \|)ril. 

The awards |)rograin was attended 
bv mcue than 300 guests, including 
prominent advertising and agency ex- 
ecutives. SI! \ members, and broad- 
casters, f?* 



How Hood 



^ Hood & Sous devised con- 
test to lure audieuee into 
second chapter of '26 Men' 



the bra\es in the aeeoni- 
jianying picture are trving to do is 
vvhoop u|i the ratings of a svndicated 
film show sjionsored by H. P. Hood 
& Sons (datr\ and food jiroduets) in 
Xew England. 

Hood originally had contracted 
for .i2 e])isodes of 26 Men in nine 
markets, then signed np for 32 more 
after the first go-round proved suc- 
cessful. Then came these jiroblems: 

(1 ) How can v ou sustain audience 
interest In the extension of a show — 
and thus keep the cost-per- 1.000 low? 

(2) What sort of human assist- 
ance will help the celluloid charac- 
ters in the can? 

Paul Katon, Hood ad manager, 
jioints out that Hood had been get- 
ting lower cost-per- 1.000 per-eom- 
niercial minute than the average half- 
hour network jirogram. Rut neither 
Katon nor the agencv. Kenyon & 
r>khardt in Ho.ston. cared to trust to 
luck the second time. 

■'In all but one market," savs 
Faton. -'we were slotted against 
Lassie, anil in all markets jirograni 
conipctiti(ui was stifTeiniig." 

Tliev decided to trv a contest ])ro- 
niotion. \ salient jioint was that it 
should invidve as iiinch ■■human 
as-istance" a> j.o.^sihlc. "Stations will 
resjiond." sa\ s account executive Lou 
Xicholaus. "if vou dc\ ise a contest 
that i» in their interests. Since our 
aim was audience-building, we knew 
that with the right ingrcilieuts we 
could count the stations in." Plan was 
lo divide costs e(piitahl\ among ad- 
vertiser, stations. and producer 
(Kus.cll Ihivdeu). 

The contest itself required merely 
a po^t card cntr\ in 20 words: "Vi'hv 
I'd like to appear in a 26 Men tv 
program." Since onh fi\ e of the 
nine markets would be involved, five 
winner^ ( plu^ husband or wife) 
would result. i'ri/es: Trips to 
\iizona v\here the show \\as filmed. 

Kesp.msibilities b.r the su,-ec.ss of 
the coute.-t wcri' di\ ided thu~: 
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whooped up ratings of film show 



WANTED 



mm 



To Appear In A Coming 
■2G MEN' IV SHOW 

Contest Winner Will Receive: 



HUMAN INTEREST via contest was way Hood Dairy stirred up new 




idlcated show. Ad mgr. Paul Eaton and wini 



• Stations. The fi\ e statioiib ?tartecl 
the contest rolling by putting u]) a 
local framework: ruiniing oii-the-air 
proiiioiion« with slides and on live 
personality shows. They also ar- 
ranged for newspaper ]>ul>licity. 
.Moreo\er. each ?tation handled its 
own niaih screening the entries and 
submitting fu e finalists to an inde- 
pendent judging outfit for the usual 
character check and final decision. 
Due to \ ariati.)]is in the [\ markets, 
it was agreed that no "mail ])uir" 
count would l>e in\<)l\ed. (Stations 
were: \^ HZ-TV. Boston: \\"I1V\-TV. 
Springfield. .Ma».: WCSll-TV. Port- 
land. Me.: \VT1C-T\. Hartford: 
WJAK-TV. I'nnidence.l 

• Client and n^c/in. A filmed 
contest "adaiit" wa- i)rc])urcd for 
commercials of 26 Men for all sta- 
tions jiaiticipatiiig in the promotion. 
A bottle hanger i)oint-of-bale i)icce 
(see picture ah()\ e» was de\ eloped 
and distributed In Hood Retail milk 
routeinen. Detail? of the eomin;: trek 



to Arizona for filming the winner? 
was worked out. 

• American Airlines. In addition 
to arranging the round-tri]) transpor- 
tation for the fi\ e w inners, client and 
agcnc\ ])erso]iiiel. the airline pre])are(l 
additional proniotiomil material for 



distrilm 



1 the niilk route- 



• Safari Hotel. The hotel in Scotts- 
dale. Vrizona. where the 26 .Men ea?t 
and crew eiicani])ed ])ro\ ided accom- 
modations, meals and iiublieit\ . 

• Rnssell Harden Productions. 
The job of finding safe, foolproof 
wa\ ? of integrating the fi\e contes- 
tants into the extra ranks was u]i to 
Hawlen. ABC Film, the ?\n(licator. 
worked with Haydeti on entertain- 
iiieiit fur the w iniiers. 

The local empha-is of the fi\ e con- 
things once the contestant? were in 
\rizona. I'liotograpliing winners in 
action had to be worked out on an 
indi\idual ba?i? bccau?e local rather 
than regional puhlicit) \\as the aim. 



■•The tremendous amount of new- 
l.ai)er sj.acc which the local winner? 
racke<l up." ?a>s Nirholaus. ••made 
the ])romotioii ])a\ oil ]iulilit it\ -w i~e," 

In the area of mohili/ing t\ ~tution 
~u])])o]t. ad manager I'.atoii e-timatcs 
in to (.0 i.romotional plug? were aired 
U each of the fue station- (hiring the 
three week? of the contest. lMcnt\ of 
new?paper promotions came along. 

\s for sponsor recognition. Nico. 
lau? note? that 20', of the eiitrie- 
mentione.l the Hood name. Thi? cor- 
relate? \er\ well, he ?a\ with the 
recognition for lloo.l that th- 
2(, Men ■.].on?.ir got in an earli.r 
(lue?tiomiaire. 

(Tient and ageiic\ feel that tlu 
identification (]ue?lion ?(i conmi.nih 
rai?e<l with W e-tern? lia? been lirk-d 
for them. Thi- i- i.arti.nknb i.-- 
portaiit for lloo.l br,au-e of th. . ..m 
plexit\ of it? marketing pi. tin. ih. 
^er^ factor that brouiibt lloo l int ■ 
U pr..rraniin.. ^ 



Why your 1959 bills 

for tv commercials 
are up 20% over 1954 

^ Five-year rise in coiiiiiierciaLs cosl due as iiiucli 
lo liiglier creative deinands as new talent, filming costs 

^ Tlie 1959 tv si)()t averages 15%.20% liiglier in i)rice 
than 19S 4, l)iit items like talent have elind)ed 80% 



A (■oinuicrcial> proiluccv (,f a Ma.li- 
^on Am'Iiuc ajicnc) reiiiaikoel tlie oili- 
er (lay. "The ('am|)ai<;n> that used to 
cost II- 810.0(10 fne \eari> ago seem 
to le eo.stinj: us S12.000 to(la>. l.ut I 
haven't (iiiite stopped to fijiuic out 
«7n." 

Ihis eomiiieiit is t\pieal of todas's 
opinion anionf; ageiie\ and fdni men: 

than tlie\ iise to. hut no one seems to 



^ome ajieneies acense film ])rodue- 
ers of hif;hev piiees. .Most fdni pro- 
ducers, in turn, point a finger at high- 
er union rates for teehiiicians. and 
the te'{-hnicians note that talent costs 
ha\e risen coiisideraMy. Rut. uhile 
it's iindoul)tedlv true that simple <]av- 
to-dax costs of' doing Imsiness in the 
eonime-rcials field ha\e risen, there's 
actually anothe-r e(|ualh important 

It's this: coniniercials cost more 



because the\ are d 


)iiig more and do- 


ing it better than. 


ay, five years ago. 


I'oirit one: lieavie 


r competition and 


the rise of new bra 


ids has resuhed in 


more demands on ( 


omniercials: Point 


liro: a ge-neral rise 


in the level of pro- 


iluetion \-alues: / 


oinl three: wide- 



spread use of original music and 
scoring. 

In defense of higher costs, one pro- 
duction executi\c said this: "Sure, 
eoiiimercials cost 'liYI more in 19.59 
than ill 19.51 — but no one apparently 
realizes that they're ?,:V i to MVc bet- 
ter than they used to be. Take out an 
old commercial and look at it: you'll 
be laughed right out of the projec- 
tion room. Tastes ba\c changed dras- 
tically upwards in the last few years." 

Many brands, today faced with a 
competing ])roduct spending more on 
its coniniercial.s. are making the de- 
cision to retaliate in kind. While a 
few have mo\cd from the S6-7.000 
■"moderate'' range into the "luxury" 
SlO-15.000 range, the big shift Is for 
brands with inexpcnsi\e S3-b000 
eoiiimercials, to upgrade what they're 
producing. It's not nnusual for com- 
mercials to add .<1.500 t.) new bud- 
gets (or the single item of original 
music and scoring. Fiirtheniiore. sell- 
ing via visual "gimmicks" and com- 
plex ])resentation ha\e added greatly 



HERE ARE TYPICAL PRICES 5 YEARS AGO AND TODAY 



(IN i{.\N<;i;. i lui 


,.1.95}..„ 

$2,000-$12,000 


1959 

$3,000-$15,000 


\MMA 1 ION 


$6,200- $6,500 


$6,500- $7,500 


>imi'ij: i:- vci ion 


$2,500- $3,800 


$3,000- $4,500 


\ 1 1: (.()>iMi:i{(;iAi. 


$8,000-$12,000 


$10,000-$15,000 



OVER ALL ftANSE $l,000-$5,000^ 

AVERAGER $2,000-$2,500 
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THESE ITEMS COST MORE: 

i'i:k(;i:nta<;i-: kisi: ovkk •.>! 



()\ KK.ALL I.XCKLASL: 


15% 


-20% 


AMMATIO.N: 


5% 


-10% 


IJNE.ACTIO.N: . 


10% 


-25% 


TAULNTi 


GOP/o 


-85-% 


iuu)(:e:s5i.m;; 


20% 


-50-% 


UiiODLCEil^ILliOi iXii^ 


-0-% 


--2% 


A(;t:.NCV (:o.^mIs:slo^: 


2-% 


- 3% 



lo canicra and ojitical Ixnicli time for 
special elTects. .Main of these .letail> 
ail- double or lri|)le o\cr was 
.spent oil tlie same line in the |)rodue- 
lion luid^el for a |)re\ioiis method. 

It"? therefore the rrcalive decision 
lhat'.s larj;el\ ies|)oii>il>le for the new 
hi^'her eosls. WlialV the solution? 
Xeeording: to one aeeoiint su|ier\ isor. 
"Vmrve got to live with the neu costs. 
The oni\ alternative is to call it a 
da\ and let \ our hraiid strangle." 
While talent eosts have shot u|. 60- 
'( in fne \ ears and |iroduetion 
costs have gone up I()-30'>' ovcv the 
same period, the iiiiislirooming has 
not affected e\er\ area. Animation, 
for e\niii|)le. has gone u|) onl\ . 
Prothieer |)rofits ha\e not increased, 

down slighth : the .same film compa- 
nies thai once regarded 10',' as mini- 
iinim eii(I-of-\ear |)rofit are now very 
happy if diey ean clear 6'. . 

Other areas have countered the ris- 
ing price tide to register reductions 
in costs— a fact that's often complete- 
ly overlooked, liesides economies in- 
M>l\cd in redfsiguinj: a cani|)aign for 
tv tape rather than film. niaii\ clieiit- 
ha\e enjoyed the henefits of new film 
techni(|nes that sa\e both time anil 
money. Among these time and cost 
savers are (1) the infra-red pro(•es^. 
which permit." mixing of separate 
foreground> and backgrounds without 
e\|)en.si\e and tediou? manual mat- 
ling. (2) aerial image .-taiicls. whicli 
allow h'\ e-action and animation to lie 
combined simultaneously and right 011 
the work bench, and ('^) careful |)lan- 
ning and scheduling of commerrials 
in groups in order to deli\er a '"free" 
eomniercial for e\ery three or four 
made. Rut despite money-saver^, few 
brands seem willing to cut commer- 
eials budgets. The t\|)ical iiione\ - 
sav er deliv ers more in a commercial 
for the same |)rire. or adds to |iroduc- 
tion v alues at the sniallot po^?.il>le in- 
crease of |)rice. 

The over-all range of commercials 
prices has gone up from S2.000- 
Sl 0.000 per commercial five years 
ago to $3.0(10-1.5.000 today. An ani- 
mation job with one character that 
used to cost S6,200-6..i00 now costs 
only slightly more. Sr..S00-7..500. A 
simple live-action s|)ot with one actor 
that used to come in for between 
S2,500-3.800 now carries a price tag 



in the .S3.000-.k.i()0 range. At the 
other extreme, the elaborate produc- 
tion eounnereial that once eaiiie in for 
5;;!.l)O0-I2,O0() is now on sale oiilv at 
the .SI(U)0O-l.i.(M)() counter. And the 
middle-range .spot, which iis,-d to be 
.S.5.U00.f),00(t. is S6,000.7..i(i0 today. 

The video-tape cnmniereial. inci- 
dentally, generailv varies from be- 
tween .il.(lt)(l-.-).000 per sp.pt. with the 
■•average" at S2.l)O0-2..>00. These 
eomniercial.- iiaturallv are siin|)ler in 
their demaiid> than many film coni- 
mereials. neeountiiig for jiart of llie 
|irice (lilTerential between tv ta|>e and 
film. 

While the cost of the new cm- 
niereials is up aroumi l.i', to 20',' 
over five vears ago. tin-re's wide 
variation in where tiic added money 
goes. What's not generailv recognized 
i- the fact that the bigge>t jiart of 
ad.led new exjiense g..e.- into better, 
more detailed jnodui tion values. The 
biggest item that co-t> more todav 
than it um'iI to is talent: rates are ii|) 
for initial pa\ iiu'nt> and .-o'> the 
repavmeiit scale. rroces>ing co>ts. 
too. have climbed ujiwards in the 
area of 20',' to i^iVi in five years. 

The two grou|)s which ^e<■ln to 
have bcMefited least from the price 
ri>e are the |)ro(lucer and the ageiu v . 
\t 6',' profit, a 20^' rise in i.illing 

giving the |)roducer only \c or 2c 

20'; iiicreas"^. the'agencv's 
comnii>.-ion is co-ting the client oiilv 
3c more: that i^ to sav. of each added 
d.dlar now being spent on commer- 



cials, film producer and ageiuv to- 
gether keej) les- than a nickel. 

While it'> generailv assumed tiiat 
rise> in film |)ro(hictioii costs will 
result in added elTei tivcne-. the 
more elaborate produeli.ui is al-o 
clo.-elv linked to the corjiorate ima::i' 
function of eoininercial>. 

There's i een in re.ent in.. nth- a 
tiMideiuy to eoiiiplctely re-evaluate 
thinking about commercial-. It's oc- 
curred to .some client- tiiat thev're 
s|iendiiig twice a- iiuicii out of the 
|)rint dollar on advertising |)ro(lucti(.n 
cost- than out of the tv dollar. \^ ■ 

hour jirograin costs have (limbed 
from j- 10.000 to .>."iO.(KH) per week, a 

out that today's tluce-iietwork econo- 
mv inherently divide- u|) the audience 
more. Marketing' executive- are con- 
cerned ..ver shifting ta-tes in product 
coii-uin|ition and in the llurrv of new 
brands. Each of these factors se.-ni- 
to add U|) to thi-: there's more com- 
|>etitioii todav than before, and 
there'll Ix- even more com|utition 
not les^ -coming in the m xl five 

In today'- market the role and im- 
portance of the coiiiiii(>rcial ha- be- 
come the -ubject (d new eontrov cr-ii 
Main admen lio|)e that ?omelliiiig can 
he (lone lo roll back commercials ( '>st 
to former level-. Hut there- ni>.ie 
concern along .Madi-on ,\veuue over 
what will lia|)|)eii next vear in I'MiO 
than over what did happen in 10.il. 
five vear- ago. ^ 
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Radio will get you in Pittsburgh 



^ lYrinilc exl< riiiiiuilor iiiids li<j;lit-h<'ai*le(l l iulio liokinn 
.sii|)<'ri<)i* l<) «;riiii visual jM)rlr:iyals, (Kx's rcconl hiisincss 

U 



voii likd ti) sec a swarm 
of tci mites crauliii^ ;ki(i>.s xoiir tv 
-(■r.'cn fn,. ni-lUs a wcrk? 

Ill ic-li(.ri uonl.llM. lev. Mpiram- 

ish an. I l(- tlicorrlical if \..u ucic 
111 llic Icniiilc-cxtciiiiiiKrliii!; btisiiu'v.s 

oi. for that matter, in aii\ Im-iness 
whrie \orii- a( t(ial jnodlicl |)oitia\<il 
evoke. .1 will. e. 

reimilol Co. itt I'ittvluirj-li iv M.elr .1 
.ompain. 'I hex lia.l <liM•o^ .'led in pa^t 
wars that te rmite^ in iiew'-paiier ads 

M.'irt a| aliiip. ari.l frmites 011 tv 

-li<K-take,„i M.iiK'uliat llKchaiaeter- 



isties of a trailer for a Sliorl; ,i.„\ ie. 

Mofoxer. this draul.ark is eoni- 
ix.riiided l)\- the fact that teniiite- 
killiii- is a seasonal l.nsiness. In 
ritlsl.riif;ii. von h;i\e to \sra\> i\\> \oin 
inajoi <ales Ix'twrn Alareli and June 
hence n on need a dramatic sell in 
faM .lo^.'s. 

To f;et that .•(lert uitllont slioek- 
iiip prospects half to death Termitol 
tlii. x.'ar .hvided lo emphasize a 
medinm n-ed onh a> haeknp for 
neuspaper. and t^ liefore: spot radio. 

-riie main rea-011 f..r suit. hiim to 



s|)ot radio." sa\s Termitol president 
h. Croshv. "was our need for a 
luedinm tiial would give us a light- 
hearted lead-in to a prett\ serious 
l.u>ine>s." 

In e>s.-u<e. the Terinit.d approach 

and around I'ittshursh for the three 
months of the termite season. 

\n agencx switch in rel.ruar\ 
hrouglrt the Termitol topside— prrsi- 
deat !,. h. Croshv. his hrother Staii- 
for.l. ^.p.. and son William, secre- 
tar\ into association \sitii Price & 
Price. Pittsljiirnj, i,g<-ncy headed l.v 
two hrothers |)resideiit llarr\- and 
exec v. p. .l.diii. 

The joh was to find a comhiiiation 
of a(Kertisii,g eh-ments that would 
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interact on eacli otlier liest ^; 
Harry I'rit-e. Tlii* was tlie ?tratq 

• Radio, tlu' l)ajic nieili 
liglit-lu'arted. lircus-likf at- 

>{)hfre. P'ifteen tlioii.>ancl dollars 

• earmarked l la>.t \ ear's $9,000 tv 
allocation added to las-t year". $6,000 

adio l)ud2et). ,\ine stations within 
lOO-mile radins of Pittshurgli were 
i'leeted. The excitement created 
n radio was intended to stimulate 
calls for free inspection and encour- 
age people to see the termites in ac- 
tion ajler heiiig introduced to tliem 
as humorous characters. 

• A trailer exhibit ])rovidcd tlie 
termite cast of character>. Costins: 
Sl.i.OOO it was tricked out like a 
circus sideshow I the money coming 
from last year's direct mail alloca- 
tion, which was also canceled I . 

• Xcuspapers would carry over 
the circus atmosphere, 
ther attention to the tra 



railing fur- 
er exhihit. 



the four connnercial.- actually ' 
in the trailer exhihit. Ivacli pitches 
free inspection, the exhihit itself, and 
end.- with the phone nund)cr. The 
situations them>elve> dramatize the 
danger.- of termitch: 

(1) Whilcaharker gather^ a crowd 
arcmnd the Termitol display , one die- 
hard reinain> on his front porch, 
deaf to all warning- ahout tcrinltc- - 
until hi- porch eollap.-cs and he ai - 
ccpl- the Termitol telephone nund>er. 

(2t \ flagpole -ittcr in\ite- a 



friend up to -ee the Termitol dij-plav 
from al.o\e. R<-f..re he can make it 
to the top. the termite- ( laim another 
A ictim the flagpole. 

I.-!) \ hoard of diicetoi> meeting 
trie,- to compete with the ealiope and 
harker out.-ide the wimlow . The t 
fliet ^^ind^ up with the ••h<.ard" col- 
hip.-ing literally over "a coupla 

111 Cordie inter\ iew.- a termite 
who warn.- him not to lean too heav- 
ily <.n hi- desk: "My wif.- an' the 
kid- arc havin' a snatk inside M)ur 
left rear desk leg." Come- the cra.-h- 
ing Miund and the Termitol phone 
numher reminder. 

H.-reV how the spot- were -ehed- 
nlcd. heginning with a late -tart I 30 
March) heeanse it didn't warm up m. 

• K1)K\. Titt.-hurgh. Mtcrnatc 
schedules. One Aveek tllc^ are heard 
tl'Icasc tun, zmcc 71 
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THE TALK OF BUFFALO is WGR Radios new fresh-Mr programming concept. It features the sound that s all around... 
modern album music specially selected for young adults and flexibly presented by personalities with a sense of humor. 
Carefully mixed with frequent newscasts that travel the news faster, top sports coverage in the area, and think-programs 
to keep informed people informed, WGR's new concept is winning bigger audiences and greater 
community acceptance in Western New York. 



:tra cost the most effective point-of-purchase 
get one week of preferred-position 



But that's not all! For grocery produa advertisers, WGR Radio offers 
merchandising plan in Western New York. Qualified thirteen-week adi 
displays in Buffalo food stores, including 120 A&P and Nu-Way super 

WGR's mobile "Studio 55" broadcasts from different high-traffic super market locations every week. . .another sales e 
when you advertise on Buffalo's first station. 



For more information about merchandising and fresh-a. 
Peters, Griffin. Woodward. 



the top of the dial in Buffalo, call 



NBC • 550 KC • BUFFALO 



Topeka has 
1 TV Station 
WIBW-TVisit 



TV SET COUNT iConrd from pai^c 47 I 



That's Why 
NOBODY FROM NOWHERE 
Can Saturate 
TOPEKA 

like 
WIBW-TV 
SATURATES TOPEKA 




ALL DAY- 
ANY DAY 

survey-proved WIBW-TV 
tops all competition! 



Share of Audience 

In Area (Tclcpuisc) 



Sl.1% 
8 ARB) 



WIBW-TV 

CBS - NBC - ABC 

Channel 13 Topeka, Kansas 

Represented by 



{I'lca.sf liirn lo /»«;;(' .5() 1 



i One hundred 
r eleven* 

national 

and 

regional 
spot 

advertisers 
know 

Terre Haute 
is not covered 
effectively 
by outside 
TV 

•Basis: 1958 
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9 Availiiltlc lutw, f(ir the fii>l lime off-m lw ork. " 1 hi-- is 
Alice" hriiijis yoii 13 frc.-.]) m-w first run c|)is()(l('s IcjiukmI ^villl 26 fii>l-niii, off-ucl^vork li:ilf-li«)iii>. Tlicy'ii' 
all designed to hit lioiuc- uitli :ill-f:iiiiily :i|)|)c;il . . . :iii(l all conn' lo yctii c()iii|ilclc with l)iiill-iii local saic^ 
ability. Aii<;('l and pixie, this eii<;a';iii:; little miintr lias major a|t|)cal and al),-oliit(dy no raliiij; iiiliiltitioiis. 

lOK I'.XAMI'LK. IN Tin; COM I'l; II IIN K SKN KN ST AllON l.OS \N(;K1.KS MA15M', P. " \ I.ICK" i;\Thl)' llltM IN 

III'.IS 7:00 I'.M. TIMK I'KltlOl) Willi A 22.6 Ai niKNCK SII\1!F.. IN I'KON IDKNCK, "llllS IS \1 1( k" SCdHl'.l) \ 26, f) 
HATING. S5.3 SlIAKK: ( : l.NC.I N NA 11. 2 1 .7 A M) 1 1.(5 Sll \1!K. I f I IAIM-KM;!) A(;AIN \,M) A{; \1,N. M \l!Ki:r Al l i;i{ M AHKK 1 I 

And now the dynaniic selliiij: forc(> Itehiiid this vi^ acioiis little .-tar i- a^•ailal)le I'or e^ ei \ local .-|ioii>or >cekiiii: 
network (|nality prograiiiiniiiji that hits home with e\ eryltodv in ihc family. e\ crywlicre ! I'or detail- eonlaci : 

A ,lh hwn oj \alional T.-Ufilm As.wrialcs. Inc.. 10 Columbus Circle. N. Y. 19. N. Y.. JUd.on 2-7300 \ ItiHfttjX if I SjV i^iiS 




Hits home 




FOOD PRODUCTS 

Sl'ONSOK: ('(.niincnlal Bakitifr r,., \(,KN( •> ; I , J liai. ^ ii ( o. 
Capsu!:: cass history: 'I he Oiiialia I)r:in( li of \\ omlcr 
I!ic;i,! Iui>. l.ccii s„(■.■<■^sfull^ iiMtif: kCTN . Omnlm. for .iiiilc 
some tiiiic. Cii i antono. ?^■•rIe^ inanajicr for llic territoi). 

lias its.-.I a mnA unusual sales l.uildini; fiitmnick of aiu l.ak- 
iii- fmii. l-acli Tu.'sda) at <):'M) p.m. Ciriimtono luis l.ccn 
nnmirif: »Iial is kn.,»n lo Omalia as "SaIcsiHan"s I'I.mIj/.-." 
which is a ii\f coiiiimMcial (h)nc each week l)y a diilcrcnl 
local route salesman. An) of tlie salesmen a|Ji)earinp on 
Kiyi'N nnist in some \\a\' Iu-i\ e imjiroved iiis roule to earn the 
|)ri\ile>;e. Rach one is assijine.l a nnmher of jol)s to l)e done 
on his route in tlie \\a\ of improving Iiis dtspla\s in stores, 
[iainitif: more display si)iice. securing non-sloi)s. etc. The 
salesman who jierfornis the assignments l)est aj)i)ears and 
recites the Wonder Bread Fresh I'.vea.l IM.'dge. •• I liis i)ronio- 
tion has really given us niaxinnnn results for llie Omaha 
area." state.l K„ss (iM vantono. .ales manager for ihi- Won.ler 
lircad Co. --KKTV gives us the kind of exjiosure «e ne.-.l." 
KK'I'V. Omnlui Vniioiii). emonls & l'r<,<rrams 



Capsule case histories of successful 
local and regional television campaigns 



NEW TIRES 

sPO,N>OH: Frontimy Ante .-^lort-. .VCiE.NCY: Direct 

Capsule case history: \fler testing a \ariety of small tele- 
\ision cam|)aigns. Karl K. Tenn\son, Jr.. mgr. of Chattanoo- 
ga's Kcononi) \nto Store. launched a hea\ \ saturation cam- 
paign on WHGI'-TV. From the sixth largest seller of new- 
tires last year in the F.eononiy chain, Tennj son's sales Iia\e 
risen so nieteorically that he is now the largest seller of tires 
ill the eomiiany's chain of 21 outlets. Store \ olume is cur- 
rently 22 to 2.'^', ahead of last \ear. Three \ears ago. the 
store's sales uere lowest of the entire ch^.in. This store is 
the oiih one in the chain using t\ . Tennyson hu\s hea\\- 
saturation waves of 21 announcements i"-,',', I.D.s. 25' J 
minutes I starting on Wednesday and running through late 
Fridaj e\eriing. Tlie I>ulk of his sjiots are in early morning 
and evening time |)eiiods. jireferahly around news and adult 
westerns for a large male audience. Temnson now budgets 
7.5' r of his funds for t\. "T\ is dynamite."' lie rei)orted. 
"It is the |)est-|)iilling medium for tires F\e e\er used.'' 
WKCI'-TV. (:liattanr.ot:a .\i):i<.iincemenls 



CANDY & CONFECTIONS 

SPONSOR: Fenn Hr.is.. Inc. M,KSV.\ : CampIicIl-MilliDi) 
Capsule case history: '• Tliere is no (jiiestion in our iiiiiids 
of the trernendons im|)n, t of t\ on the coiisnnier to intro- 
duce; to promote increased volnmc: and to sustain \olnme 
on an item." stated II. K. S.-liei<l. president of Fenn Itros., 
Inc.. makers of Hutter IJrickle. Koyal Brazils. Walnut Crush 
and Big Itogi,. randv. Butter Brickie used teh'vision f. crack 
two m-« maikets Boston and Chicago: and later to incn^-ise 
\olnine in Los \iigcles. Femi and the Camphell-Mithuii 
agtMic\ were corniriced t(de\ ision could hest iiitrodtice Butter 
Bridle ill Boston. Mr. s.lieid cited thre<- advantage,- of tv; 
.Spc<-.l (U would leach more people in less timel. Fllicieiics 
(tv's i.-a, h would oITer the h)«est possilde costs . and Impact 
(tv's siglit-.o„ml-iire,tioii w.,nld he tlie most forceful salesman 
t., .Hstrihutor- and to consumers i. The U plan in Boston 
meshed co-spoiisoi ship of lialf-h.mr sjndlcatc.l films with 
llight. of 2(l-secoiid spots ,ner 2(. weeks. -'Kesuhs in Boston 
on W \ \(..TV were mo.-t impressive." lenuiikcl Mr. .N-lieid. 
M N \ si,..ns()r-Inii^ & )com<-iil. 



DETERGENTS 

SI'ONsOK: Trcml Dcierpenw .VGE.NCY: FC&B 

Capsule case history: Two iridependent research orgaiii/.a- 
tions recently reported to tlie deh'ght of 'I'rend Detergents 
that hoth their liijuid and dry detergents had made outstand- 
ing acKauces .since tliey began advertising on WOB-TV. New 
York. Trend has heen running a medinm-si/ed sjiot schedule 
for the |iast few months su|i|)lementing it with other local 
in.-dia. Xs alwa)s in a market the size ..f \ew York it is 
months hefoie actual sahvs results an- felt. Iiowever in less 
than tliree months Tieird re|)orted that for the two-month 
Iieriod. ()<toher..No\eniher. 193!;. Li(piid Trend more than 
doiihled its share of the market o\er tlie |)re\ ions two-month 
period and l)r\ Trend iiio\ ed into tlie nnmher one i)osilion 
in the light-dut\. dr\ -detergeiil categor\ — siu |)nssing both of 
its major competitors. "We arc now in the iilaniiing stage 
for lesumptiori of ad\ertisirig acti\ity in .New York and 
W()B-r\ will be uiipermost in our plans when the sche.lule 
is forimiK-ited."" the advertiser's agency wrote the station. 
WOH-'I'V. New York Announremeiils 
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Hits hard! 



Jt",N;i\ail;ilil(' uou. for the fii^t time, fii^l run off-iirtu oi k I 
In 26 now first run adventures and 26 liarddiittin-:, fast inoviiij; luilfdioiM>."Man Without a Own" ttdls the 
;.tory of a dynamic frontier ncwsiiapcr editor. It ^lars l{e\ l{(-as()ii a> the "Man \\ Ithont a (^nn" who rij:lit> foi- 
1 free press and a free peopU" in early days of the west. \\'liil(> the editor earries no ^uu, he pulls no piuiehe>! 
M.V.N w iTiioL T .\ hi t ii.Mti) i.\ i iiK roicn i'iiil.adki.imii \ M.\i!Ki: r w ri ii .\ 2.H.I ka i inc;", .'>2.0 .mlaki: . . . 
iiT 21.2 I.N coi.i'Miti's. OHIO w n il \ 16.2 .m diknck silakk . . . .\Nn nrr ii.Mti) in o riiKit .ma.iou makmoi s, i oo. 
Meet the luaxitniini in all-artion. all-adv(>ntnre wotern drama, ^h'et the man who hnilds and mnltipli(>.-. yonr 
For details e<,ntaet : J^^A i^iSOOiSAlM SA LiJS 

lion of .\alhnal Trlefilm As^oriates. Inc.. 10 Columhiis Circle. X. Y. 19. X. Y.. JCdwn 2-7W0 



oeal andienee.Mect "jMaii \\'itliont a Cn 



Man Without a Gun 




I 



TheXOl* 

I300 




skipped a beat 
in his Pulse 

But it won't happen again! 
With top ratings for 355 
quarter hours in the week, 
we shame-facedly admit 
that we missed one seg- 
ment, Monday through Fri- 
day by 0,2°/„ — accord- 
ing to the March, 1959 
Pulse. 




For more information — 
for a gold mine of sales 
results on KONO , . . call 

KATZ AORiVCY 

Representative 

Jnrk Poth, Mnnnr^or 

f O Box 233P 
r-v '\ntot . , 6, Texas 



National and regional buys 
in tvork now or recently completed 



> ^ ■ 1 ■ ^ "-^/-r-s?* 



RADIO BUYS 

Bristol-Myers, Croxe Lalioratorio Div., St. Luui,-. is |jla< iiig m lied- 
iilcs ill majoi iiiarketb for il> Viiiiucii? pouder. The lo-xseck taiii- 
(•aijiii jitart'. llic third week in May. Minutes (lnriii<; daytime slots 
are heiiip; slotted: fveciueiicies de|K'nd uj)on the market. The liuyer 
is l!oh W i.lholm; the ai;eiie\ is Doheity. CHlTovd. Steer* & Sheiifield. 
111.-.. \eu ^<nk. 

The American Tobacco Co., \eu \ ork, i» enteriiij; \arious mar- 
kets with sehedules for its Half i> Half Toliareo. The announcements 
-tart the last vseek in May for a four-ueek run. .Minute announee- 
iiieiits <lniin<; IralTie li<.nrs are being used: frequencies var\ from 
niaikel to inaikel. The liii\er is Fred Spruy tenhiirp:: the agencx is 
Siillixan. Staiifler. CoKsell \ l!a\les. Ine.. \eu York. 

TV BUYS 

5 Day Laboratories, Div. of Associated I'rodnets. New York, is 
kicking off a campaifin in loj) markets for its .i Day deodoranl. The 
ei<ilit-\scck seln-dules start lh<- last week in May. Minute, 20- and 
lO-secoiid annonncenienis are heing ])lace<l : fretinencieis vary from 
nunk<-t to market. The l.iijer is Ken Allen: the a-eiiCN is Gre\ Ad- 
vertising \genc\. Inc.. .New York. 

The Procter & Gamble Co., ("iincinnati. i> going into xarions mar- 
kets with schedules to lest a premium offer^ for its Dnx. detergent. 
TIk- schcdnlcs start tlic lliir<l ueek In May: minute announcements 
.luring l.otli <la>tim<- and Miglitlinie segments are heing used. Fre- 
qncn. ics depend u|).,ii the market. The huu-r is Hoh Li.ldel: the 
agency is Compton Adxertising. Inc., .New York. 

Lever Bros. Co., Lipl.m Dix.. llolu.ken. \. J., is infliatfng a new 
canipaigii in top markets for its Instant lea. Start dates are stag- 
gered through late May and June for ahont six weeks. .Minute and 
2()-scc(md announcements are heing scheduled, willi frc<pie!icies vary- 
ing. The hnxer is Lorraine Unggiero: the agency is Yonng & Knhi- 
cam. Inc.. New Y.nk. 

RADIO-TV BUYS 

The Texas Co., New York, is placing a new sclie.lnle in hotli ra.li , 
:nid IX in top maikets for its T<>\aco gasolines ami oils. The fonr- 
week run Logins the first ueek in .Innc. In t\ . cliainhreaks an<l I.D.'s 
during nighttime segments arc heing purchased: in radio, miiuile an- 
iionncemciit dining tradic and iiiglittinie slots. Fre<]iicncies \ar\. 
TIic Inner is liiil Santnui: the ageiicx is Cnnningham \ \Va\>h. Inc.. 
Ness ^ork. 
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Hits the Jackpot! for the first t!ino, off- 

ictwork, now to .mahuy a mili.io.naiijk steps into syiidicntioii with 26 all-new, first riiii pscapado mid 26 
3rst-nin,off-iietwork liaUdioiii>, produced by 20tli Cciitury-Fox with the same hn isli haekfrrctuiids. Vdaptcd 
roiii the hest-selliiig novel hy Doris Lilly and aiidieiiee wiiininji motion pietiire, the pre-aeeepted a(l\ eiitiire> 
)f three iiiillioiiairediappy fials hits the eiitertaiiiiiieiit and rating jackpot again and again all o\er the country. 

IIEY HIT THE RICH HAISTI OIJD-NKW HAVEN MAIJKET WITH A 17.0 UA'I ING,* 11.2 AI DUCNCK SHAIJE — (;HAM) 
{APIDS, 23.1 HATI.NG AND 57.0 SHAKE— ."\I0151LE, 27.7 IJATING, 52.2 SIIAHE. EVEHYWIIEHE YOr LOOK, THEY HATE I 

'or the full traek record and all the details on the ways "How to Marry a Millionaire" hits the jackpot with hig 
ludicnces and pnnched-np local sales in your market, contact : /j[ PMtOfiMtAH^M SJ^ K/M^S 

A division oj Xational Telefilm Associates, Inc., 10 Columbus Circle. A'. }'. 19, A'. }'., JUdson 2-7300 



TJ 



ow to Marry a 
UUionair 



With a stronger swing into local shows, SPONSOR ASKS: 



What type of local programing do 
agencies often overlook in their 



Agencies and advertisers are not 
aware of the sales impact of many 
local programs, is the consensus 
of what stations told SPONSOR 

Kitty Broman, dirrrlor of womm's 
activities, WW LP, Spriugfiehl, Mtns. 
Sometime!. I feel that a<;eii< )- "'niar- 
ket rescarc-ir' is a iiiytli. Cerlainh 
many apnicies overlook one of the 




anl mark.'t. I r i ' 



Straii<ie as it nia\ jieeni. tlii> ageiiey 
vveakuo- -liow.s uj) niaiiil) in national 
accoinits. The local a(I\ erliser;. in 
most mai kets lennied a lonji lime aj:o 
the power of the dislafl meml.ers of 
th.- family an<l sel.Tte.l their pro- 
urams aceor.lingl) , Hnt the hig na- 
tional aiKertiser. ihrongh its n{;ene\ . 
still elin-s to that ohl-fashioned idea 
that the uoman of the house doesrr't 
have much to sav ahoul \n here the 
famiK l.ndpet '^.c.. 

ll.,w wronj; .-an von fjet? ^ear af- 
ter )ear statistics show with increas- 
ing imi)act the fact that women con- 
trol the greatest share of onr na- 
tion's wealth and in mam cases lia\(' 
the ord\ say in u here the' famil) hnd- 
^ct i;, ,v|„iii ;ind on what. 

1 would snpg.-st that som.' of tliCM- 

ont to the slioi)i)ing centers on ain 
given l ii(la\ or Satnrda\ and see 
iu>t how marn men arc ^i.errding the 
familv hndget. 'I Iwv "saturate" the 
high-rate<l. high-hn.Igete.l shows h.ok- 
ing for that -'inan-si/.-.r' an.lience 
,md n<-gh-ct th<- little w<.ma,i who saxs 
rii tak.' this ami this and this." in- 
rinding cigarettes. lo.,tli jjaste, de- 



tergents. sha\ing lotion and other 
'"maidy"' items. 

Man) agencies overlook the fact 
that women's jirogranls. or home- 
makers' jjrogram, develoj) a local au- 
dience that is cxlremeh loyal and 
that when the liomemaker. who has 
developed a following in a eoiiiniunitv 
recommends a jjroduct \ on can hel 
that i)roduct is going to get a boost 
when the h'ttle lady goes shopjjing. 

The) overlook the fad that the 
personality on the homemakers' |)r()- 
grani has (le\eloi)e<l what amounts to 
a friendship with the viewer. And 
they also overlook the iini>ortant fact 
that when a viewer liuys a product 



recommended h\ a ho 


iiemaker the 


product has itself a rej) 




Also hecanse woman 


is Iiy nature 




man person- 


alii) doing a homemaki 


,g show can 


ont-merchandise the ma 


I.', Women 


love to make ju-rsonal 


apiiearane<-s. 


go lo i)arlies. S|)eak out 


at hnicheoiis 



go lo i)arlies. S|)eak out at hnicheoiis 
ami socials and. when lh..y do, the) 

|)r()(lnct a hit. 



On my program over WWW we 
have had countless "success" stories 
on sales from hrief iiK'ntions of a 
|)roduct and strangch enough, many 
of the sails were to men who '"just 
hap|i<Mied to catch the show" at lunch. 

Some one once said n long lime 
ago, "Never underestimate the |)ower 
of a VNonuni." 1 think that agencies 
might pay closer attention to a mod- 

(stimate the buying jiower of a wom- 
an'' and a|)pl\ it to their planning 
in th.- future, 

James R. Agostino, ' ;>• A'"- '"/rr- 
KMA & K\L).n\ >,,oh„„: ir„sh. 
Local programs, some of the he,si 

Imvs in television, are often l)).pass.'.l 

h) national tiiiiehu)ers with huge 

budgets. 

ObvioiisK. tv stations do not eairv 
local pr.,grari,s to lose monc). Sta- 

thcrc is a dcniaiid from local adver- 
tisers. These iuKerlisers. the tough- 



est limebuyer? in the world, rely 
heavily on local programs lo carry 
the bulk of their advertising effort. 
And the programs Iiave lo I)e good 
or these nierchanls don't buy. 

Some of the local features often 
overlooked nationally are news pro- 
grams, sports programs and local 
sports features. In addition, after- 
noon women's shows have always 
been standard, sold-out fare ofTered 
by the local i)rograni deparlnienls. 
Occasionally a to|) entertaimuent fig- 
ure api)ears on the local tv scene and 
(juickl) becomes a niu.sl buy for dis- 
cerning timel)n)ers. One such char- 
acter is currenll) starring in his own 
show on KXLY-T\'. This five-tiines- 
a-week half-hour strip called The Cbff 
Carl Show currently has the "no- 
vacancy" sign uj). This is a good e,\- 
ani|)le of what we are talking about: 
the local merchanl getting aboard a 
good thing while the national time- 
buyer misses a good bet. 

Feature-length movies in both af- 
teriioon and late night jjeriods are an- 
other example of local i)rograniing 
often f(>atnring outstanding emcee 
personalities. Local liinehuvers are 
keei)ing the cash register ringing villi 
shrewd use of these movies. 




To Slim ui>. ratings idl only half a 
storv and thai not loo well, the rest 
of the story is fonn<l in local features, 
local programs and local |)ersoiialilies. 

Robert Z. Morrison, -^h- ">pr.. WKliT, 

l.a Crosse. Ifis. 
Within the past nine months WKBT 
has noticed a new interest on ihe jiarl 
of regional and initiona] advertisers, 
dircclh and through their agencies, 
in locallv |)roiliiced scrv ice shows. I?y 
this. 1 refer lo onr niglitl) news. 



SI'ONSOK 
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ADAM YOUNG ASKS: 



buying? 



weather, sports niid farm progiam.-. 

Uiiring our first four >cars o( (,p- 
crytion we seldom liiid a national or 
re-iicnal sponsor fcr these sll..^^s. I'.ut 
this was not a big prohh-n. l.<'eau>e 
oiii- loral La Crosse merchants found 




them to he their hest t\ \ chicle. The) 
hked havin<; h«cal station people sell- 
ing their products and ser\ ices and 
tlie\ liked local live demonstrations. 

At least half of our present ?er\ ice 
shows are sponsored l)\ the same ad- 
vertisers since W'KBT hegan telecast- 
ing on August 1. \97^A: There is oid\ 
one conclusion: These shows seil 
goods and services immediately and 
constantly: otherwise, sponsorship,- 
wouldn't he almost fi\ e \ears old. 

Last fall several different types of 
national advertisers hegan to hu\ in- 
to our news, weather and farm shows. 
Blatz is Hearing the end of its second 
full year of sponsoring six sports 

I shows a week, and is easily the oldest 
of this type of tv user with us. Start- 
ing last vear we sold service; shows to 
Standard Oil. Hipon Foods, and Page 
Paper Division of Ft. Howard Paper 
C... This vear to date ue have made 
similar sales to F.iiuitahle Assurance 
Society. American Dairy Assn.. Asso- 
ciation of Independent Insurance 
Agents. Pfizer Co.. and io Sealtest. 

It appears now that we will contin- 
ue to have a good representation of 
leading nati»)nal ad\ertiscrs as spon- 
sors of news, weather, sport? and 
farm programs. It's been a long time 

weather or sports program on W'KHT 
— this is the hest indication I know 
that this tyne of sponsorship on our 
station is selling for the advertisers. 
i Please turn to pa^e 89) 

SPONSOR • If) MAV I9r,9 



Who gets the 
top drawer in 



a spot bureau? 




Adam Young 



Tlie Inirenii now srlliiii! rudin wholcsalr (d)\iou>l\ can t major in spot. 
To all intents, advertisers arc getting only I ' v. points of view, if that iiian\. 
Ratlit) comes in. sells radio. Then networks come in. sell their "(K-ononiy. " 
••efTiciency." "•prestige." 

iriiirh shiyile roire tells llu-iii xj)ot is more efiicient. more flexihle. skips 
no needed markets, huys no excess ones, affords the hest a market offers, not 
what a network Iiappeiis to ha\e? 

M'lio poiiil.s out tluit spot is so much more rewarding in product sales, that 
it's well worth the extra time and tronhle iin olved? 

For sri pral yeors, we ha\ e heen active in this work, to an extent far l>e\ond 
the call of duty for one eompain. We've spent many dollars and many dollars 
w»)rtli of time sponsoring research projects and publicizing their findings. 
Fxaiiiples: Continuing analysis of audience leadership by type of station: 
role of power: audience composition: accurate measurement of out-of-lioine 
listening. Right now we're embarked on a pioneering "Advertiser Area 
Project." to drterniine size and shape of audience-nieasureineiit areas con- 
sidered \ ital by advertisers. 

(tt'p'll shore tills iiiforiimtioii with any advertiser, agciu y or radio 
station. I 

IT'c're (ulrertised our findings; spoken about them at coinciitioiis : re- 
\ iewed them with editors: distributed printed reports. \\'e'\o become in effe( t 
a bureau for spot radio, albeit the most efiicient kind of spot radio. 
What Is the most efficient kind? Our studies repeatedly show modern 
radio stations to be more efhcieiit than old line network affiliates in virtually 
e\ery market. 

So the effort h(i>, heen under imy. Frankly, we welcome company^ name- 
ly all modern, well-managed, efficient radio stations who benefit from this 
work. Call it "spot bureau," or "modern radio bureau?" No matter: Just 
so advertisers are told today's spot story , so that when they buy. they buy on 
modern, objective, factual bases. When they do. they won't he disappointed: 
they'll b.- good, fa.st friends of spot radio. 

Any comment? Want to take part? Whether \oii are represented b\ 
.\dam Young Inc. or not. let's discnss how xou can lielp. Give me a call, or 
•Irop me a note. 

ADAM YOUNG INC. 

Representing all that's modern and most efficient In radio today 

m:*- vohk (3 K. .>mi .^t.) • .ati..\>t.a • Chicago • dkthoit 
i.os a.n<;ei.k.s • ST. i.ons • s,a\ KHAvcisro 
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BUYING 
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RUSHII 

ROULETTE 
FOR ADVERTISING 
MANAGERS 



The ganio i.s fun to play. It quickens the pulse (or do 
we mean Trendex) like any other form of gamhiing. 

But if you're looking for more of a sure thing, 
magazines are a pretty good bet. With your chips on 
The Saturday Evening I'ost, for example, you're sure 
of the circulation, market by market, week by week. 



of V 



c and its quality. Yoi 



sure of audience responsiveness. And in the Po.st 
you're sure that 29 million times each issue, someone 
turns to your ad page. ' Repeat Ad Page Exposure 
costs you not an extra cent.) 

So before you start to play, make sure your carfare 
home is in a safe place. Safe, but 



m ad- 



lighty exciting place, Uw'. 



♦ t ThcS«t.nl«]rEvealn|( 

WPOST 

11 i Sell the POST-INFLUENTIALS 
•| n -they tell the others! 
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Going great guns! That's Michigan whose industrial expansion was fourth highest 
in the nation in 1958. In Detroit, home of the WWJ stations, automobile 
production is way up. So are factory and non-factory employment, residential 
building, department store sales and other barometers of a healthy economy. 

For sales results you can sing about, buy Michigan — Detroit— the WWJ 
stations, basic media in this big-earning, big-spending market. 

WWJ RADIO M WWJ -TV 

The World's FIrsI Radio Slollon ofFiliotes MiMgans First Television Station 

Owned and operaled by The Detroit News 
Nafional Representofives: Refers, Griffin, Woodward, Inc. 
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the 

towering 

pride 

of 

south 
Carolina 



EASTERN 
AMERICA'S 

TAlliST 

TV TOWER- 
TCOP' 





I 



WHERE THE FAMILY GOES 

You reach people-wherever they are, 
at home or on vacation -with SPOT 
RADIO. 



SPONSORED BY iVEVBER FIR'.^S OF 




Avery-Knodel Inc. — John Blair & Company — Broadcast Time Sales 
Thomas F. Clark Co. Inc. — Harry E. Cummings — Robert E Eastman & Co. Inc. 

H-R Representatives Inc. — The Katz Agency Inc. — McGavren-Quinn Company 
The Meeker Company Inc. — Art Moore Associates Inc. — Richard O'Connell Inc. 

Peters, Griffin, Woodward, Inc. — William J. Reil y, Inc. 
Radio-TV Representatives Inc. — WePd Radio Corporation — Adam Young Inc. 
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If 's a 



HIT 



Y. M. C. A. 
BASEBALL 

LIVE . . . 
From Channel Five 

EVERY SATURDAY 
9:45-11:30 A. M. 



UP YOUR SALES! 

This Y. M. C. A. program 
affects over 20,000 families 
in the Oklahoma City area alone! 

MINUTES NOW AVAILABLE 
$50.00 FLAT 

NO 
ERRORS 

if you take advantage of 
this opportunity 



5 



KOCO-TV 

OKLAHOMA CITY 

Charlie Keys, General Manager 




i "i if 



i 




■!:!!: 



ii: 1 i 1 

^ to KFWB as the daddy of 



NMiKLLFi'i ' ^...1 .1 410 Buy KrWB ... first in Los 
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CHARLOTTE MARKET. 



Mm ifm 
COMPARE 

NO COMPARISON 



THE LATEST N.S.I, 
ag ain 

PROVES 



: (niHl 



I \ 1 



ifm wJm Mm 

than any other Charlotte Station 




Dollar for dollar, no other Char- 
lotte station even closely ap- 
proaches the value delivered by 
WIST , , , accordiiiK to Nielsen, the 
No, 1 Metro Area station which 
also delivers a whoppinp audience 
)utside the Metro Area. 



discover why 



I 
1 



UIISI 



is your 
best radio 
buy in Chorlottc 




I if. 

1 ;P- 
1 



1 



,1 
1 
1 




II 1 
I 1 



■I: 



:;;,',:';„„ 



TV SET COUNT \Umt\l l,o,u page 69) 

if. 1 i 1 =:...,z : .: m 
ifc„ I i im ill 





TCRMITOL 

U-.ontd jro,n pa,u<- .Mil 
.Mou(ln^ ihroufili Fiidiu on ConlicV 
morniiifr >liou. -Cordic .\ Co." 
16-10 a.iii.). iiiid on ucckiMid^ (run 
of slnlion ) . Tlic ncxl week. 20 >|>ot> 
luc lic:n<l Mon.lnv llironjih IVidny on 

• Other nuirk('t>: >|)ots jx r 

w.-ck on WW'VA. Wlic'lin-, WVm 
\ irginia: W'STV. Slcnl>ciivillc. Ohio: 
WJAC. J<.hn>toun. I'n.: WKltN, 
VoUM^sloun. Ohio: W.MHS. Union- 
lo\Mi. I'a.: WMUA. Ainl.ri.k'c. I'a.: 
\VK1«. Oil Ciiv. Pa.: WIIJH. Grocns- 
l.ur.^ l>a. 

In <.H'iicraI. ihc agency hou-:!!! lime 
on .-lalions earrvin<: eillier the l*ill>- 
huiph IMrate ('.r Ch'veland In.lian 
l.asehall frame.*. <-<nisiderin<r thi^ a 
Mirefire way to atlraet honieou tier?. 

Now pasl tlie midway poinl in iu 
eanipaifin, llie Termilol |)eo])le >(■<• 
this spiinf; as llieir iiio.-t sue(e>sful 
ill four \ear.s. witli tlieir hi-i-ie-l May 

ee>> of the radio .-pols in tliree «a\>: 
( I I The l)ip response lo the "plione 
for free inspeelion" piteli. and the 
even dislrihulion of llie (all>.. Here- 
tofore, there ua< al\va>s a tail-olT. 



(21 Larfie erowds nttra.-l.-.l to the 
mol.ih' (h->pla> Ion l«o leeent day- 
in I'illshurf-li.'an atteiKhinee of .').00i» 
uas chalked up I . I'u-.-ord . row.U 
uer.' attracted to the exhii.il ihroiigli- 
out Ihe entire l.roa(lea>t area. 

i:U Aelnal sal.-: If the uarm 
ueather iiold> up in 1 'itt>i.urf:h, 'ier- 
mitol will <-lialk np it- 1 i<;f;e>t \ ol- 

Aii unprecedented nund>er of "j.re- 
\entaliv<-" jid).- is reported. 

Kxliildt personnel >ay that ^ i-ilor- 
fre.pientlv mention the radio >pol.-. 
IncidenlalK. Ihe >pot- do .l.ml.le 
dul\. To add lo Ihe .arnival flav..i 
of the whole Ihinjr. llie >poU arc 
pla\e(l over a loud-peaker from the 
trailer as il move.- ihronjih Ihe >tre,.i-. 

I'oint-of saie material i- ihe com- 
piele cast of charadcrs in.-i<le ihe 
trailer: live lerniile-. model- of pou- 
(ier-po.-l Leelle.-. earpeiiler ant-, old 
iiou.-e-horer.-. Al-o include.) are -am- 
ple.- of their work. 

Hoi,ert Dickev. v .p. and a<- nt 

.■xecutive at i'rice & I'ri.c -a\.- the 
eompiete intcfiration of new>|ia|)er. 
trailer, and point-of-ale uith tin- 
ra<lio campaifin is what made tiie 
termite c;irni\al ;i sn'ci -ncc ^ 



j:±2ff2ff^ FM RADIO & 
MULTIPLEXING SEMINAR 

June 4,5 and 6,1959 

CHAMBERLIN HOTEL -- OLD POINT COMFORT, VIRGINIA 
Over 125 FM Radio Stations operators, . 
Multiplexers and Background music oper--* 
ators are already registered . . 1 . 



MAIL 
YOUR 

REGISTRATI ON to . . . ^ffiy|l%J RADIO 




WGH 



P.O. BOX 9« 
NEWPORT NEWS, VIRGINIA 



St'ON>OK . lo MV\ 1959 




Nothing succeeds like selling for one's advertisers ... the big reason why KNX Radio's 
first quarter local sales have shot up a full 36% over the same quarter last year! (And first 
quarter '58 was 12% over the same '57 period!) Good broadcasting means good business. 
More than ever, KNX is Southern California's leading radio station — in quality programming, 
attentive audiences — and in commercial SUCCeSS! 
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SPONSOR 
PUBLICATIONS INC. 



It h,u\ l.„,,,>,-nuu ,n I 



^ WASHINGTON WEEK 



\ii<)tli<>r iniiloiuc tliut (]<iii<j;r<>s» iisii:ill\ (locMi't put iiion<>\ \sli< i<- it-^ luoulli 
is; Ari<>r a vcar of jirobt'S iiilu :i(l print ice- :iiiil ii;;«i«iis (puv-lioiiin^ u( tin- 
IVflcral Trade Commission on why .nirorccim-nt isn't stroii;;«>r, tli<- House Appro- 
[irintions Committee lias pro|n>se«l to cut liiiuls requested for the I'l'C. 

Tlie Coniinittee split the diflcreiice (|ulte neat!) between the amount the FTC has availal>h- 
ill the current fiscal )ear and the amount the adniinistration requested for fi-ral I'JOO. The 
vote was to give the FTC S23U,0UO more than the current \ear and that same ainount under 
tlic hudjiet re(|ucst, or a proposed tola! fur fiscal '(lO of 56,74o,U(X). 

Of the 5460.000 increase FTC asked, S14t,000 was to go for increased ad screeuiii':. 

Tlic FCC met a similar fate. During the current fiscal \ear it has o'),7.Vj,0t>t avail- 
able. It asked Sll million for llie coming )ejr, with much of the added mone\ to br 
u-ed to reduce application backlogs in AM radio, fhe Committee voted the FC C 5lO,4t"Uii»n. 



The FCC s probe into network programing practues, hefcjre ihief hearing evannner 
James D. Cumiiiighaiii, last week built a record out of the facts alrcadv submitted 1>\ the 
webs lo the Barrow network study group. 

Then the hearings adjourned imielinilels . at b-ast iiutil Jnl\. ami perliaii- 
until the Fall. 

Ao new information was requested or received at the fn-l sc^-ion-. 

Filing time eaine around again on the <|iiestioii ol \t lii>tlii>r ihiv tiine-milv radio 
stations should he permitted to operate longer hours. 

The FCC lias onl) recentlv concluded that a Davtiine Broadcaster- As-nciatioii proiio-al 
that these stations be permitted to operate from 5 a.m. to 7 p.m. \Miuld eau-e more inter- 
ference and lose more service than it would gain. 

The earlier i)rocet!diiig was an all-out ■'iiilfinaking" one. The ( iiiieiil pr. ■< eediiiL; i- 
iiier.dy an iu.piirv as to vUiether the ICC should get into fnll-seale pi-.n eeding-. 
on whether or not to permit eoniproiiiise (> a.m. to (t p.m. operation. 

Arguments were iniieli the same: I he fiill-tiuiei - argiieil that the dav tinier- vvoiil.l 
interfere with the full-tiiuers and even v^ith theiiiselve-; the davtiniers argui-d tli.it i>eo|>le 
no longer listen lo di-taiit station- ^^helI the) h ive a lot al -t.itiuii available. 



The Appeals C.iurl has liel.l that olT-tlie-reeord approaches lo F( C eoiiimis- 
sioners are just as serious in so-ealled rulemaking proceedings a- in contests for 
< hannels. 

With thi.- ruling, it set the FCC oil on re.-ousideration of the shift of tv i hanii,-l 2 fr..ni 
>priiigfield. 111., to St. Louis, Mo. 

This was the case — involving llarrv Teneiiliaum which was probahlv more -en-jtional 
than the .Miami channel 10 affair v^ hen it was heard bv the Harris llou-e Coinnien . l.e.i-la- 
tive Oversight subcommittee. Testinionv included buviiig FCC commissioner- hiii< he- and 
Christmas lurkevs for two consecutive years. 
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Marketing tools, trendx, news, 
in syndication and commercials 



FILM-SCOPE 



Don'l !)(' siirjirirted if tapt' syiulicutloii liiiiils itself lo ;i (•iioiiil of 'M) or 40 lop 
cMli<'rt rallit r llian iiiiiiiii<; for ilio 200-pliis iiiiirkel covt'rag*' eiibloiiiary !ii liliii. 

Fixed liaiidliiig and prinl copying cosls are much higher for lajje lhan syndicalion, wliicli 
immediately makes it unprofitable to syndicate la])e into the nation's very small markets. 

Furthermore, it's harder for smaller stations lo handle tape properlj and groj»e villi 
aach i>rohloin8 as inip<;raling tape j)rograiiiing and film (•oiiiiiieioials. 

Uut don'l forgret lhal tape slill has kine«rope as a <isler device; for solving its small- 
niarkel problem. 



A Hurry of 60-iiiiniilc sliovs tupping new <Milcrliiiiiinc>nl soiurfs crop])ed up last 
week. 

United Artists iv came out with a dramatic anthology whicli would utilize Hollywood pro- 
ducers, talent and story material to which it Ins access. 

Screen Gems slanted two new shows at golfinj; fans, Ixitli with I'GA liacking, Match Play 
and Medal I'lay, and offering uj) to S1.23-niilli<in in cash jjrizes to gnlf winners over a three- 



l^ook for Kyiitlicatioii spending to pick np after 1 June, 1)> wliieli time iic-tvork 
])rol>leni8 >vill have been larg<'ly gotten ont of the way. 

The dilemma of fdin buying has been to sew u]) lime as .'^oon as j)()ssihlo to assure tiie 
i>cst availabilities while trjiug to liolil olT film bnyiiig as late as ])ossible lo eapitali/e on film 
market opportunities. 

One solution: hiiy tlie time as early as possible, then bny the liliii as late as if 
prnetieal. 





re alized, the station itself 


ean haxe a s 


nbstaittiul i 


illnc on the 


fiitiir<> rating r< 


<-or<l <»f an established show. 








(• in point take ibe .-witeh in 


New ^ork rc 


:enlly of Zi\ 


s Sea Hunt from 


W'CDS-TV to \VAl!(:-'r\ at p.m. Saturd; 


y: it lost ino 


rc lhan .'".O^c 


of its rating in 


the jirocess. 










On April 2.'), 


\V\HC-'rV played .Sea Hunt for the fir^t tin 


c, and on tlia 


night WCHS-TV, 


which jm^hed the 


show oil in anticij)alion of ibe 


coming debut 


of Alarkham 


]»iit in a feature 


film, '"Key Largo. 










Here are the 


ueck-hy-wcek AKH reports ..n 


how air.lieiire 


were ni..re 1 


>^ ■.^ to the .station 


than to the show: 










DAI i: 


\V<,I1S-T\ 


WAIiC-TV 




1 April 


2().') ( Sea llnnti 


].!! (Hilly G 


aham) 




11 April 


2,5.1 " 


0.1 " 




49. 1 


1!! April 


27.1 " " 


;5.2 " 




.'">;5.5 


2.-, April 


2(1.1 1 Key Largo) 


1 L'l (Sea Hunt 1 


46.1 
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FILM-SCOPE continued 



Screen (Joins' liL'Sciic }{ j;o inlo :i second year ot |>r<>cliicl!i>n, even ihonjili 
il's hecii snpporlod for llic niosl piirl liy local railicr iliaii rc-jional money. 

Tlie so-called rule is that only allows ^villl manimotli regional renewals merit into a sec- 
ond year, but many otlier shows in the last >e;ir have aUu heen exccptiniis: M( \'s Mike 
Hammer, CXP's Silent ?er^ ire, an.l ARC Filni^' 26 Men. 



FalslalT and Daneer-Filzgerald-Sainple lia\o Inrned onl lo he an aslnle hellwetli- 
er of inograniing trends in syndicalion. 

For many seasons, with one brief exception, Falstall backed an MCA show with Kod 
Cameron as star. 

Tluee years ago tliey typified the shift from detective shows lo westerns b) <li>continu- 
ing City Detective and putting Cameron into State Trooper. 

Now FalstafI has reportedly bought Coronado 9, also starring Cameron, symbolizing, ap- 
parently, ihe twilight of the Western s popularit) and the ascent of the detective show. 

A iinniber of l»)cal Iv spenders eau-jlil villi ihe problem »)f iiiakiiij; a brand new 
decision on program buying have turned lo coinpleic spoii^orsliip (»f local feature 
film programs as a prediclable in\ esinieiil. 

Schaefler beer, for one, which found itself with unspent t^■ money as a result of the shuf- 
fle of iSew York baseball learns, has turned lo sponsorship of six Saturday night feature fdms 
a year on \\'CBS-T\'"s Late Show. 

Each of the shows ^vere Academy Award winners ^vhell initiall) released. 



Look for an iucreasiug trend towards |)iilliiig pilot films inlo aniliologies and 
llieii selling series ont of llieiii after the pilot has already gone on the air. 

Advantages of the scheme are (I) jiilot co^ts are absorbed even before selling starts, (2) 
there's no inental-blotk for the potential buyer sinee someone else has alreatly had the conii- 
dence to i)ay for the epi>ode and air it, and (3) there's nothing left to dispobe of in the event 
the pilot doesn't sell. 



COMMERCIALS 



'I'here's been an increas(! of up lo 20'/, in the cost of prodiieiiig eoinmercial* 
today compared to five years ago, bill it's as iiiiieli due lo new erealivity as the 
higher cost of (Iciiiig l>usiiiess. 

The range of the minute commercial has climbed from $2,000-12,000 to $3,000-15,000 
since 11)54 with the simple live-action spot taking the step up from the S2,5a0-3,{>00 area to 
$3,000-4,500. 

While talent has increased as much as i!5'( and [troressing up to 50^.', there have been 
some areas sueli as aiiiiiialioii wliieli have gone up only '"St- 
(For details, see p. 10, this issue.) 

Film eoniiiiercials producers with a yen lo diversifj into programing are find, 
iiig their film background an ob.-laele with the unions regarding video.tape. 

Van I'ragg Productions, for example, made an audition film of the \d-Libbers. a live ini- 
provisalioii show with Broadway actors, even though such a show was a ripe prospect for 
tape treatment. 
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A r«un<l-iip ijj Irmlc talk, 
Iremls and tips jar admen 



SPONSOR HEARS 
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SPONSOR 
PUBLICATIONS INC. 



Hcvloii ciiii't li<'l|> liul sluiw a solid ]»rnfil for the ciirioul ijiuirter. 
It*« iiiiI<i;i<I<mI — very coiiif oi iahly — 60% of the S< lH-ei'iii<; Co.'s stock il ar(]iiiml 
so long ;i<r(). Likely reason for selling: It <-oiil<lirt fiaiii .S»'lH'<M-iii<r ctintrol. 



Don't be surprised if JBiVI comes into tv this full as a co-sjMuisor with Bell «& 
Howell <>f the hour news specials >vliieli CI5S has scheduled for prime time. 
If IBM doesn't pick up its option this week, an oil acconnt is ready to move in. 



Arthur Godfrey's indefinite hiatus, beraiise of liis operation, already is giving CBS 
some econ<nuic problems. 

An agency with a couple accounts in (Godfrey iieriod^ lia> asked the network to read- 
just the talent end of the bill. 



Another in_>tb laid to rest: that each division of (>eneral Motors operates as a 
completely autouunions unit. 

Among the contrar) evidence: All agency reconnuendalious for tv network eaui- 
paigns in behalf of a division must pass muster at the corpcu-ate le%el. 



One of the l\ networks patently means business when il stales advertisers next sea- 
son won't lie able to pidl out of a eoutract with impunity. 

There's a clause in the I'JiO-GO time contract which niaki-s il niaiulalorN lo shortrnle the 
advertiser §1 uiilMon if the full terms are not mcl. 



Contrary lo rejjorls. (Jcueral V Is lias still a continuing interest (as well as i 

cstnieMi) in M(;i\l's pilot, Father of the Bride. 

MOM r\ <lcscrili(!d as baseless trade talk llial CK had dcride.l lo pa% olT its sliai 

.1 ihr pilol's costs and drop onl of llic jirojccl. 



An aeciininlation of internal [lersoual rifis uia% force the resignation in tlu*. near 
future of the sales v. p. for an important stndiealor. 

Included among the "indiclments": (1) Failnn- to take the iniiialive. on decisions; 
(2) the practice of letting subordinates arrange deals so that lie can slep in ihe last min- 
ulc lo sign the coiilracl llms taking away the <'redil. 



The I wo a.lverliseis will likely rcscdve the argumciil. Im! llic Aineric 
lion (Campbell-.'MiliMm) doesiiT fa^or Inning IMiarmacenti<-als a.> 
the Lawrence Wclk Thnrs.hu night show. 

The ADA doesn't think thai (Jeritol and tired blood uii\ ver 

and milk ])roducts. 

In other words, notes llx' a->oclalion. 
.nid Ceritol-for-cuergv the uc\l week. 



in Dail y Associa- 
a eo-spousor of 



n't gra( efnll\ jjilcli inilk-for-c 
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"In Broad Coverage Plus Influence, Station 
WSM is Right at the Top..." 

Says Joan Rutman, Grey Advertising' s Media Manager for Southeast Greyhound 



In tlic plioto.Urapli above. Blair's Biul Ncuwirtli cliccks 
out tlie latest WSMpire Market Data with Joan Rutman. 
Greyliounil Media Manajjcr and .1. L. Lnube, Southeast 
CJreylunnul Aceount Exeeutive, both of Grey 
Advertisin<* A-ieneN'. 

Cirey Advertising baeks its belief in the e()vera<;e and 
influenee of WSM by usinsi pre-CJrand Ole Opr>' 
time (7:00 — 7:15 P.M. Saturdays) to sell the eonifort, 
eonvenienee and eeonomy of Cireyhound travel 
to the hifi.tiest single radio station audicnec in Anieriea. 

If you want to put the "eovera<ie plus influenee" of 
one of the Nation's i^reat Radio Stations behind 
>()ur produet. eall Boh (hooper or any Blair man. Ask 
for proof that WSM aetually has measurable audienee in 
more than one fourth of all the eounties in 
the entire United States! 



WSM 

Radio 

Key to America's 
13th Radio Market 

50,000 Wafts . Clear Channel 
Blalf Represented 
Bob Cooper, Gen. Mgr. 
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Chosen 
as 

The Hi-Fi Club" 
Station 

For Los Angeles 

by the 
COCA-COLA 
Bottling Co. 

of Los Angeles 




THE POPULAR STATION 

5.000 watts Los Angeles 

BROADCAST TIME SALES 

Nfw York . Chicago • Detro-t • San Francisco 

DORA-CLAYTON 



The station for whirl-wind sales 
action! 
WWRL 
beamed to sell New York's 

2,455,000 

NEGRO & PUERTO RICAN MARKET 




in. ST niiHirm. from Bnan H..u-ton 
to Tatliaiii-Lairtl. Cliicajro ( ^ee 
■■.N<'u«maker of the t-ek." paae 4. 
and -l'0.\>0R-5C01't: for more de- 
tail-. . . . Borg-Wariier (lorj).*.- 
in-titutional ad\ erti-in<:. billing SI 
million, from J\\ T to Clinton E. 
Fruuk. ChiraL-o . . . Mar> Oil Co.. 
to Allina>er. Fox & Kerlikin. Kan- 
-a- Cit\ ... I -eii Canning Co.. maker 
.f TaUhs Cat Food-, to Tho Hre.- 
iiirk ( o.. r.o-ton . . . The MrLendon 
Corp.. headcjuartered in Dalld^. to 
Iloniu-Cooper. Harrington & .Mi- 

Thev VM-rr elected v.p.V: FJill 
Treads ell. ^.],. and mana-er of the 
miMif' relation- department of Lei' 
Hurnett. join- Ore) \d\.'rtiMn? a- 
\.p. in eharje of -p.-pial ar-isniiient- 
. . . I'aul Frcvd. director of market- 
in- and Robert Stefan, manager of 
the IblKKood offipe. to v.p.'- of 
BBlXi . . Krne^t Hyf.elcl. llenr> 
( (>\inf;toM and Frankhn Dv?on. 
to v.p.-- of Ellin.ton & Co. . .'. Ed- 
ward (,ar%e\. to v.p. and areount 
executive at Lennen & Newell . . . 
Hutli Oaze. N.p.. -ale- promotion at 
\1\ in Ep-tein Adverti^inf:. \^ d^h^ng- 
t.-n. D. ( . 

(Itlier people on the move: Clif- 
ford Dillon, to head the new crea- 
ti\e board at Con,|iton . . . Ern 
We-tniore. IbdUuood make-up 
man. to preative director of radio-t\ 
prodiirtion at I'roduft >er\iee-. New 

Voik . . Hinl He liek. to exeeu- 

tive art director of the ^e^^ ork 
. ffi(e Ki.L . . . William Kee.-e. 
I direi tor i<{ radio and tv for 1 riend- 
Hri- \d\erti-in-'. Ne» ^ork . . . 
W illiani ( alleiider. to p,,t>v _roup 
-ut.erxi-or for l)-F-> . . . Fred ( am- 

.1. .*<Hiarl l)o\le. to a((ount e\ef u- 
ti\<- and l'aid\\"al-b. to rops .rour. 
h,-ul at ( om,rton . . . I.en l..-%v. t.. 
head ra'io.tN production for North 
\.KMti-ni_. ( Idci-o . . . Frank 
( alhdian. to .Krouiit cxecutixe for 
\ilm:i\ar. \ <\ \ U( -likin. Kan-a- 



UeMgnalioii: .). Kavnioiid I^-na- 
liaii. from (^.rant \d\erti-iu2 where 



FILM 



.'^porl. and hobbie- lignre.l im- 
portaiitlv a- new -ubjeet- being 



tai)ped in film program? un- 
veiled Ia»t week. 

.\inong the-e rhow? were the 
following: 

• Lakf-ide Televi-ion's Hobbies in 
Action. 

. Cuild Film^ 60 minute Jai Alai 
< video-tape I . 

. Jerome Bal.am Film-' The Big 
Red Mile, on harne.-j racinsi. 

Program.-: Phil Silvers Show goes 
into off-network -yndication via CBS 
Film? . . . Bernarfl L. 5chubert will 
make and di-trihuto a comedy series 
entitled Alexander the Great, starring 
Jonathan W inter- . . . T\" Spots re- 
port.- a production record in animat- 
ing clo^e to l..'^ ,nilli<.(i feet of film 
in -lightlv more than one year on 260 
epi-ode- of Crii.sader Rabbitt. 

>uU-r.: Cood-o.i-Todman's The Rebel 
^old to \BC-T\ for P^G and U.M 

. . . Screen Gem-' Undercover .Man 
to CBS TV for Pharmaceuticals, Fnc. 
. . . \^ Pl\. New York, purchased 
Flamingo Film-' Deadline plus addi- 
tional Three Mooge.- comedies from 
Screen Gem- . . . Tran>-Lu\ TV's 
Felix the Cat -erie- to Triangle sta- 
tion^ WFIL-TV. Philadelphia; 
W VBF-TV. Bingbamton: WNHC-TV, 
New Haven: WFBG-TV. Altoona; 
KFRE-TV. Fresno: and W LYH-TV, 
Fanca-ter . . . NTA reports r-ale of 
Bishop Sheen scrie- to Twin City Fed- 
eral Bank in Minneapoli-St. Paul on 
KMSP-TV: and to -tations KTNT- 
TV Seattle: WISH-TV. Indianapolis; 
\\\\1.-TV. New- Odeans: and WJR- 
T\. Buffalo: also reported were other 
video-tape ?\ndi(ation ?ales on Peter 
Potter's Juke Bo.v Jury to Magnolia 
Builder^ in Indianapolis. Louisville 
and Flint, to (Canada l)r\ in Denver 
on KLZ-TV. and to -tatilm- WBBM- 

\\. (bicaso: KFJ/-TV. Dalla- and 
KTNT-TV. Seattle. 

Trade note: Carl Reiner will Ik- MC 
at FPA a\vard- dinner in New York 

C(nnmereial.- : Robert Lawrence 
Productions report- a rise in the use 
of biE-name taleiit in commercials 
. . . ( DMHiiercial Recording Corp. of 
Dallas Texa-. ha- nanu.l Dick Mor- 
rison general -ale- manager and 
Ho!) Farrar ha- been made a v.p. 
. . . MuMC Maker- added Cliarlene 
De.Mar to it- .-er\ice department . . . 
GilTord Animation i- promoting itself 
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the family board of directors... 

wUh ^ou/i locid M^e^veillth Stuiion! 

These days, more and more family purchases are voted on by the entire 
"board of directors" — mother, father, sister and brother. To reach this 
select group, make sure your schedule is included with other discriminating 
advertisers on the Meredith Station . . . appealing to the entire family, 
motivating the entire family. Meredith Stations are well-established in the 
community they serve . . . have earned the respect and confidence of the 
audience and the advertiser. 

Contact the Meredith Station manager or the rep . . . get the facts on audience 
loyalty, coverage area and low cost circulation. 

M^^iedUk Staiion4 cAxe ^'One 01 Tjke 3curuly-" 



KANSAS CITY 

SYRACUSE 

PHOENIX 

OMAHA 

TULSA 



KCMO 
WHEN 
KPHO 
WOW 
KRAAG 



KCMO-TV 
WHEN-TV 
KPHO-TV 
WOW-TV 



The 



Katz Ag 



ency 
The Katz Agency 
The Katz Agency 
John Blair & Co. - Blair-TV 
John Blair & Co. 



Meredith Stations Are AHIIiated With BETTER HOMES and GARDENS and SUCCESSFUL FARMING Magazines 
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tlu> llox .,f the >li„c->liin(> Mian ulio 
.v.MN.- J. Wiill.T 'lli..m|.s(,ii ill \eu 

Siricllj |l<•r^(>Illl^'l : Vrllnir (Jr(t>s 

iKimcd >iilcs \ .|.. .,f Khimintio Telefilm 
. . . John 15. Liiiiriii to press tle- 
piulineiil of I.dU Siiiilli Oijiani/ulioii. 



NETWORKS 



(HS T\ »ill -eludul.. ii-pihii 
iial sIiom: 



mil 



piin 



liinc lliis fall. 

>o reporleil ('l!S president Frank 
Maiiloii l)ef(,ie llie Ohio Stale l iii- 
\.Tsil\ Institute for F\(liiealion and 
l!a.Ii.)T\. 

'I'he network's futnre plans: in the 
follouinj; >ear make this a hi-weekly, 
and after that, a \\eekl\. piograin 
'■if networks are permitted to main- 
tain their present sirueture.'' 

(N-e .-sPONsOI! lli:\l{S for pro- 
pMtu, pon.oi..^ 

In nfiieenieiit: All U network ].resi- 
deiils expressed tlieniseKes as fa\or- 
ini- Scnaloi- Vniiee ll:irtke".s liill to 



BROADCAST INDUSTRY 
EXECUTIVES ONLY! 

Remember the old adage: "If 
you want anything done right 
— do it yourself?" 

Not really! You can be smart. 

You can hire this female 
assistant 

A gal whose assets include: 
• (iilioii-pacLrd n 

n''Z'n''' '' 
. rn-Hlivx si, ills 



()/ ro(lii) 



I /o;e for llw iiidiislry 

, l,nr for hrr uorL ami n 

ili()it.ul)ilily 

■II U, pu, jol. bej.„ 



> Ih. 



If you don't want TO DO 
ALL JOBS YOURSELF— 
Inquire SPONSOR, Box 5 
for immediate delivery of 
facts. 

This is a gal in a hurry to 
meet you! 



amend Section 31,i of tlie Federal 
(.iomrnnnieatioiis \cl. whieli makes 
ei|ual time for all polilieal eandidales 
iiuiii(lator_\ . 

VHC TV pi esideiil Ollie 'I'icn /.. 

at the I niveisitx of Miss.,nri's 
.Nhool of J.nirnarr'sni. uru.^d the ra- 
dio-tv students to adopt the "JefTer- 
soniaii approaeli to l\- pro^rniii- 
iiif:.'" 

The Jeflersonian approach, as op. 
posed to the Mexander Hamilton ap- 
proach, said TiT_\z. "iniikes the 
pi-odiieer eonseioii.s of <]iiallly 
iroin the .'^laiul-poiiil of tlu> peo- 
ple. The o]jposite atlilnde is taken 
h) critics wlio think the\ can deter- 
mine arhitraril\ what the jieople 
need and slioiihl get from t\." 

New nelwork Iv hnsines!^: Ixobert 
Ta\ lor's CapKiiii of Dclpciive.s how s 
on'AliC T\ 16 Oet.dier [.,r T&G 
(l?.\l!l . . . M\stev\-adNentuie series 
JoluinY Sldcaiio will air 10 Septem- 
her on MiC ']"\ . for alleriiale weeks 
«ith H. J. KeviK.hls iFsi\ I . . . 
Tliree sponsors for MiC T\ "s Clicy- 
,;im: which in.nes to Monfla>s, 7:S0- 
[\-:M) on 21 Septeml.er; Johnson & 
JolniMni \,\^\{). Kalslon Piir;n:i 
l("»avdiierl and National (^.arluni 
tF-ty) . . . Uarelile and Harehiy 
Proilnels (Core Smith Creenland i 
for spots on M5C TV's TixUn. to run 
\ June through Ocloher . . . Cenernl 
.■Mills I DFSl. for four .piarter hours 
per week of a Monda> thvoiigh Fri- 
da\ .'i:.',0-6 p.m. \HC i\ series. (For 
further details. sce S1'(»\S0I{- 
SCOI'F. 2 May.) 

Network IV n-iiewals: Ford. Na- 
tional Hiscnit and I!. J. HcM.oIds [or 
next ^eason of W'a^on Train. NF.C 
r\ . . . ("onlinental Hakiiii; ( IJatCs i 
for another ^ear of half-sponsoi>hip 
of NF.C T\"'s riw llowdy Dooily 
Sluiir . . . (F,&r.) 'will join 

Vnieiieaii 'I'ohaeco (S.^Cl!) next 
.eaM,ii on Talrs of 11 cll.s Farfio. 
NliC TV. 

Kixe Ile^^ ..ponsois for AI5C Ra- 
dio: I'nion Carl.i.lo. Cenernl F Is. 

Saviniis \ Loan Fomi.laliou. The 
U. \L ll.dlin-.head Corp. ami Eu- 
gene StcNcns. Im(.. plus CadillaeV re- 
ueual of Join, Daly ami llir Xetrs. 

Thisa -n- (lain: The true eases of 
IJavnu.nd C. Seliin.ller is the siil.- 
jecl for a new tv series to he produced 
I.N 11. I'ierson Mapes. president of 



Creative .Meichandisiiifi Co. ... On 
the specials front: Tlip Golden Circle, 
one-hoiir live iim?ical starring Eydie 
Corme and Steve Lawrence is sched- 
uled on AliC 1A 2.5 Novemher. for 
John Osier Mffi. Co. (Brady) . . . 
Tli-e Hob Ciiiiiiiiings Show, now in its 
fifth season on nighttime Iv. aciiuired 
hy AliC lA' for its dajtime lineup, 
starling Ocloher. 

Network aililiations: Mutual and 
the "^'ankee Network have completed 
preliniiiiarv arrangement? for direct 
affiliation, involving a five-stale area 
. . . KGli. San Diego, to ABC Radio. 

Kudos: To NBC TVs Omnibus, for 
"Capital Fmiishmenl."' the My.sterv 
Writers of America's Edgar Award 
. . . To ABC T\' s Open Hearing, the 
National Association for Mental 
llealth's special award for "serviee in 
the fight against mental illness." 



REPRESENTATIVES 



Becanse «>f llie »rviH deniaiid 
today for iniiniter and spot, this 
ohservation is timely: 

A lahulation l>v The Kalz Agency 
of 2W l\ stations fuund iiislanfes 
where niiiuile rales dilTered fioin 
2()-seeoiid rates. 

Kalz see this as "a trend developing 
toward the estahlislimeut of different 
rales for miuutes and 20-seeond an- 

Based on a sample of all stations, 
this is curr.'iitl> the average differ- 

NICIITTIME DAYTIME 
Minnies 100'^; 100^; 

2()-second 9y< 

IN lcrs. Crilhii. Woodward is dis- 
trihiiling a "Siiinineiiiiiie is 
selliiii; lime" niarkeliiig; kil to its 

radio "Colonels" as salcs-sliiiinlalors. i 

IV kits highlight these fads: Ra- 
dio is the oiilv mediuin that increases 
its audieiu-e during the .-uninier: over 
.1.1 million radio sets are used for 
out-ofdiome listening: onl-of-home 
listening is over 2y, higher than ii 
home hsteiiiug during the snmm( 



Uep appoiiilmeiils: KBOW. San 
l-raneisco-Oaklan.l. lo tlie Daren F. 
MHJaM-eu Co. . . . K-EZV. Orange 
Comitv. Cal.. to Uoh Allen, for the 
San Francisco area and Jack Ma.-hi. 
for the East. 
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WFBM-TV more than doubles 
your Indianapolis potential 



for every 10 cars in the 
Indianapolis Trading Area . . . there 
are 13 in its Satellite Markets. 

Maybe hard to believe— but true! Well-heeled Hoosier 
car owners in the big 18-county Indianapolis Trading 
Area are "out bought" by families in Satellite Markets. 
Sales potential per advertising dollar spent is bigger 
here than almost any market — and Mid-Indiana is 
big. That's why the Indianapolis Television market 
is different! 

Where else will you find satellite markets that are 33'*o 

only basic NBC coverage of America's 
13th TV Market — 760,000 TV homes. 

°o^-° INDIAN APOLIS-Maior retail area for 18 richer-thati- 
average counties. 1,000,000 population-350,600 families with 90"<, 
television ownership! 

11 SATELLITES-Eacii marliet witiiin WFBM-TVs 
verified coverage. .. Marion • Anderson . Muncie • Bloomington 
. Vincennes • Terre Haute • Danville, Illinois • Lafayette • Peru 
• Logansport • Kol^omo. 



richer and 50",, bigger than the Metropolitan Trading 
Zone itself? Where else do you find such a widespread 
area covered from one central point . . . and by just 
one station with no overlapping basic affiliates of the 
same network ? 

Vi'FBM-TV dominates Mid-Indiana, because it is the 
only basic NBC outlet penetrating this market. Nielsen 
Coverage Study "3 confirms these facts . . . and we're 
proud of our ARB. Let us show you how to test 
regional marketing ideas with amazing results. 

Represented Nationally by the KATZ Agency 
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TIME & THE 
TIMEBUYER 

Today's timebuyer (whose job is more de- 
manding than ever) is involved in far more 
than a rating. Alert station managers and 
sales managers visiting New York and 
Chicago note with interest that many new 
factors are influencing the buying decision. 
sponsor's Timebuying Basics, Radio 
Basics, Tv Basics and Film Basics (key sec- 
tions in MEDIA BASICS) provide a fistfull 
of handy tools to help the buyer make his 
decision with a minimum of wa^te effort. 
The 13th Annual MEDIA BASICS (for^ 
merly Fall Facts Basics) is the only work- 
book of its kind. Your ad message in 
MEDIA BASICS guarantees call letter rec- 
ognition for your station. Regular rates 
apply. Out 18 July. Enter your reserva- 
tion today for your best buy of the year. 



w 
o 
p 

A 



is the 
most 
effective 
sales force 
in the 

I CHICAGO 
NEGRO 
MARKET 

with 

Chicago's Greatest 
Air Salesman 



1490 kc. 
102.7 mc. 




Same ownership as WDIA- Memphis 
KOSI put the 
DARNDEST SOCK 
in Denver Radio 

i 

^ f . 

In Denver the in/Zucncc s»otion is KOSI. 
Bccousc KOSI hos listener loyalty, the 
folks with money to spend respond to 
KOSt odvertlsers — ond buy! 
Contoct Retry obout 10'~; discount when 
buying KOSt ond KOBY, Son Froncisco! 
For Greenville, Miss., It's WGVM. 



\cM (>«i. <-^: TIu> Molliiijj Co. ha. 

opened headcjuartcr.-i in Meinjdiis and 
Allanla with Cceil IJeavcr in charge 
of ihe Soiitheasi. and in ])en\er. with 
.Marj I{rile> eoverinj; Colora(h, and 
(he Ah.untain t-late.-. 

Sti ietiv iHM SouucI : Doiijjlas 
Vate.s lo Tv \dverti>in<: IJej)? ai- an 
aeronnt exeeiilixe . . . liohort Mc- 
Carthy, to tlie Chieugo offiee of AM 
liadio Sales. 



RADIO STATIONS 



liadio .-.tation.'. wvw urged la.-^l 
\*('('k to ooiirciitrate on fij;Iiting 
witli the iiiediiiiirs ••oiiipetilorf.. 
and not witli eaeli otiior. 

Tlie advocate: Sleplicn Lahiin- 
ski. general manager of WMC \. \W 
York. l)efore the I'eoria V-herti^ng 
Clul.. 

Hi> ohxTwition: "If radio men 
aren't fighting ^^ith eacli other ahout 
uui>ic then it'.- apt to lie something 
eUe - (lonhle .-potting, taking mail or- 

appealing ord\ to teen-ager,-, raising 

rate.- t fton. and the like. 

■"1)\ coneenti ating on tlie enemv. 
and not on eaeh other, ^^e niiglit ii'i- 
erea-e radio's -hare, of the a(Keiti>ing 
dollai. ^^\\\^ more for everNhodv." 



iMiey people 
>r radio Ma- 
a(l\ertising; 



Mid -America Broadcasting Co. 



What a eonple 
think i.s a reaso 
lions losing ^() 
dollars: 

Tl.e> do not j.roxide ad agencie- 
w ith the proper types of market analy- 
si-. and (puilitati\e data. 

The agene\ peo|)le: Kar-1 Tininions 
and Shirley Cro«der. of Slrouiher- 
ger. La\-'eno. ^IrKenzie. Their 
(■(.mnient was made at the Southern 
California Hroadea.ters \>Miriation 



More than 1.(1(1(1 .-tii.lents. liroad- 
. asters-, and faeultv attended the first 
I>roadeastiug (la\ sponsored hy 
the rni>ersity oCVlorida's Sehoo'l 
of Journalism aii.l ( Oninnmiea- 

\mmig the headliners j)iesent: 
Kohert i;. L.-r. ITC Commissioner; 
John Dav. C1!S Director of News: 
llarohl Krel-tein. president. Plough 
Broa.h-a-ti.ig: MattlicNV .1. Cnlligan. 
NlU's ev-cntixe v.p.: Dr. Uohert 
llM.I>on. x.p. in charge of program- 
iiig. National Kducational Tv and 



Radio Center: and Charles Feiiian- •' 
dcz. jjre.-ideiit. Florida Association of 
liroadcasters. , ' 

Ideas at >vork: '; 

• Tli(n've Imried the coinj)etitive 
hatchet: To jiromote NatioanI Radio 
Month. Cle\elaiul stations K'^'W. I 
W'llK, W'JW and WHOK have joined 
force.- for a campaign aimed at ad- 
\ei-ti>er- and agencies. Along whh 
-ending eye-catcliiiig mailers on the 
ad\antage.- of tlieir markets, models 
^^ill he deliNering '-.Martini Bags" to 
admen a read) -made cocktail, com- fii 
plete with olive, sealed in jilastic. 

• For mu>taclie-lovers oiilv: Ted 
McKay, d.j. on WKKC. Cincinnati. . 
gr(!\v a handle-har nnistaehe the other 
week, and is persuading other males ti,, 
to do likewise and join his mustache 
chill, 'fo promote it, station hired a 
hearded lad) to circulate in the down- 
town area, stopping inu-tached men 
and awarding them .So if tlie^ were 
clul. memliers. 

• Sjiot the man in the derhy: 
That's the j)idmotion hy 1.5 staff 
iiiemljers at WUVA. Richmond. Va. VI 
They wore hlack derli) s for a week , 
to tie-in with the station's jiroinotion 

of straw hats on sale at a department 
store. Faeh staffer spent half a day at 
tlie store. gi\ ing a 10'^^ discount to 
listeners who came in and identified 
them. 

• W'JD.X. .larkson. Miss, has come 
out with an " \il-Sean I'lan" for ad- j, 
\ertisers. The jilaii: A calendar list- | f.^ 
iirg the dail) Jackson events, and na-, 
tional lioli(la)s and eclehration weeks, 
which clients could Use as a product 

• To cut paperwork confusion. 
WIP. rhihidelphia has a new- rate 
card with all charge-, time, music 
eop) right, news and all talent costs ^ 
included in each i)rice. completely 
.■onmii-si.inahle to the agency. 

Add dalTodils: WINS. New York, i 
locking its d.j. .-Murray Kanfniai 
in a trailer at the opening of the' 
World Car Show at the Roos. 
Raceway. .Some 1 0.000 ke)s w ill be 4, 
distrilnite.l to jiatroiis. with Kanfiiian i,i 
Tn ing in the trailer until someone tm 
with the right kev releases him . . .| N 
D.j.'s at KAKC. Tulsa literally were 
"all \u-\" at the recent Ja)cee Boat | 
.Show. The reason: the) preseiited ^ 
tlieir shows while completelv sub- 
merged in a tank of water. 
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S«;itii)ii iiiiiclia.scs: K(;.M^. Sacra 
riK-iiK.. to Kl! \ax^ \c-a^. ^^ll..M• 
principal ^tocklioldci^ arc Aiitliorn 
.M..rcci and \. I{. Kllman . . . The 
Mcl.cii.i..i. Q.rp.-s punluiM- of 
KUOW. Sail Kraiici>co. appr(ncii U 
tiic i-CC. 

McM'tiiij: note: Tlic Miilti|>lc\iii<: 
Sc-iiiiiiar this \car to l)C at tiie Ciiani- 
hcriin Hold. (Mil I'oiiit Comfort. Va.. 

Jinic. ^^ith the I'M Association 
lioldirig their first meeting at that 

Thisa "n' data: WCIII?. Detroit, 
lias a new ■■platter ua,^on n s})ecial 
station wapon witli j;Ki>.-enelo>e(l 
back housing hroadeastirig ecpiipment 
plus a d.j. . . .The third annual I'otts- 
Woddhiiiy Uadin-tN Kami Clinic 
in Kansas City dre^^ some ISO radio 
and t\ people . . . To expand its news- 
in-depth and l>ehiM(l-tlie-scenes report- 
in<;, WOK. New York, has signed 
.Martha Kouritree to air a weekda\ 
show . . . liusinos note: Dortch Bak- 
in:; Co.. in for the fonrth conseentive 
vear on WLOK. Ah-mphis . . . 
\y\\'|{L. \ew York, is sending its 

for an exchange of Spanish programs 
^sh\^ .se\eral Mexican stations. 

Station stafTfi-.s: |{ol>eit ()\M-n;<. 

elected a mendier of the hoard and 
v.p. of KVO\ Broadcasting. Moor- 
head. Minn.-I'argo. \. I). . . . Ai-tlinr 
(^asey. lo >tati()n manager. K(l<iai- 
FraiifiM-ns*. local sales manager, and 
Sterling: llarkini^. to })roi'ram man- 
ager of KSD. St. L.niis.. .Hill Enis. 
to })rograin director. KLX. San-Fran- 
cixo-Oakland . . . Snl KadofT. to 
station manager. WMIL. Milwankee 
. . . Kohert Ganihcl. to news man- 
ager of WFBM. Indianapolis . . . 
Fred Canlella. to McKee Broadcast- 
ing Co. as director of station services 
for W KCB & WKCQ. Berlin. N. II. 



TV STATIONS 



Tlie nation'.-, lop HH) ncNs^paper 
inlvfrliser!* npped their Iv jiros.* 
dollars hy 10.99^0 in 19.i« ami 
cm down on tlicii- newspaper o\- 
penditnres hy 4..>9^. 

According to TvB reports, tv gross 
time sales, ^pot and network. f(n- the 
leading group of newspaper advertis- 
ers totaled Sr,;il.98;i.460 in 195,", 
compared with .So02. 13 7.986 in 1957. 



The 1^58 s,,;„ ,. .,;,les in ,„•„ .jKij-ei s 
for this same group were S'M> I mil- 
lion a decrease of 1.5', from 1057. 

lilcas at NNork: 

• Toil lODmMV rorly. Ii\e. syn- 
dicated teen-age t\ scrie>. recentU 
coni huh-d its Miss Top II) contest lo 
cli()o>e the prettiest teen-ager in the 
locality of each ^^ station earr\ing 
the i)rogram. Viewers \ oled for ilic 
rniali>ts via ]iost cards. Sample of 
the mail return: Vi'.)IU'. Augusta, 
averaged 2.7M) cards each week dur- 
ing the contest: W IIIJO-TV. Mem- 
phis reccised 2.807 \otes in on.- week 
and WI)A.M-T\. Ilatticsl.urg. Mi.ss.. 
2.]X\ niail-ius during the ((Uitest's 
fnial w.-ek. 

• For the first time. \V.\Y/.-A.M. 
Vyi X TV. l).-troit. will ))e hous.-d 
nn.ler one roof come l June. That 
<late marks the ollicial opening and 
dedication ceremonies for the SI mil- 
lion Broadcast llonse. with in\ ited 
gne>ts in store for what the station 
calls ■■a valnalde stake in the future 
of \BC." 

Tlli^a "u" (lata: W DAr FX . Scran 
ton AN'i Ikes- Barre joined the growing 



list of single.. ate t^ slalions its 
issuance of a new rate (aid . . . 
\\'VV\.'I'V. Noifolk-PorlsMiouth in- 
\ited some IDI) local \nio.o dealers 
to it.s stiidi,,^ f„, ;i premier showing 
of the client's new program. [Unih; 
I'alrnI . . . Business iiotV: \smk iatcd 

(.nruumball. \ ia WXKVIA. ( l.ai - 
lotte. \. C. 

Kndos: To KM{(:-'r\. Los \„. 
geles. Ih,- National .Sif.-t> CoumilV 
I'uBlie Interest award for l«^.8 . . . 
To K.M().\-T\ . St. Louis, a ,,la,,„. 
for outstan.ling pnl.lic s.-r\ i. e in air- 
ing the \rnn s w.-ekL scri.-s. Tliv lliii 
I'irltn,' . . '. To WSOC-TV. Char- 
h>tte. \. thr<-e aw arils for . ivi. 
contrihntions in IU58 from the North 
Carolina \uierican Legion, the Junior 
Chanihers of Connnerce and the 
( harh)tte Junior W onienV Club. 

ITn-v were elected: N.w on.rers at 
WMT-TV. Inc.. Ce.lar Mapi.U: 

President. W illiani (,)uarton: v.p.- 
trea.sm.-r. Helen Ma.k: M-cr.-tarv. 
Helen Il.TMiann: \.p. charge of sale.s. 
Lew Nan Noslrand and ^ .p. in charge 
of operations. Douglas Grant. 1^ 




Miss Fran -From 




OKLAHOIVIA CITY 

thrills youngsters 
tlirougliout 
the KWTV 

Commit nit 3/ 



N'ame a new puppt-t and in just 9 

days, youngsters from more tlian 75 towns, 
in the K\i'TV Comniunny, submit names. 

At.ss Fran is a big plus in KWTVs 
Commiiiiiiy Covera.qc . . . especially in the 
hearts of busy mothers 1 
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jfii^T urn simm 
mi) iHs mm. 




people 
REACT 
to the 

voice and vision 
of NBC in 

South Bend - Elkhart 

call Petry today! 

WNDU-TV 

BERNIE BARTH & TOM HAM 



"Where Mid-America 
Lives and Buys . . ." 

NOW! AMERICAS 

55' 



METROPOLITAN 
MARKET 

COMBINED SPRINGFIELD — 
DECATUR — CHAMPAIGN — 
URBANA METRO-AREAS 
SERVED GRADE "A" TV 
ONLY BY WICS-WCHU 
NBC-TV 
AVAILABILITIES: YOUNG 



RADIO COPY 

I Conl\l from pa^p 3,i I 

(Irani;, niid llic l.est ilniinalic I'k- 

iiH'iit? coiiU' from the proiliirt. and 



• pr 



.l.k-] 



■ lun 



duct and to {;ct llie niosagt- 
arii>!-s. Tlu! xarious produrtion anil 
w riling devices hflj) ns to make lhi> 
tran.-itioii." 

I!nt too man)' ageiic) ])e()]de tend 
lo downgrade llieir client and liib 
l)i((duct> "by assnniini; the listener 
is slu])id and treating him as such 
with a li\>terical jmce that makes the 
audience uneaM. with noisy i)lasts 
and in>incerit}," .~a\> Mis> Saxon. 
In her ojiinion, tlu^ hil-on-lhe-head 
tactic |ui\> ull oidy when saturation 
is so intense that anxiety is built to 
a point wiiere the listener has i)arch 
enough Mrength left to s(iucak-'uncle,'' 
Some repetition is \ital. SaN s Gum- 
hin.ier's Tom Lisker: "We 'have to 
assume [e« listeners will hear exery 
word or musical ])hrase from begin- 
ning to end. The listener tunes in 
to a conmieicial s])oradicall) -- in 
and out for the ()0 seccnids. Ibis 
means we ha\e to repeat the ])rodirct 
name at inter\als and that we ha\e 
to hit the same product theme and 
de\elop it in dilferent wa)s.'' 

IC\cr)' writer interviewed by 
.-I'O.Nsoit agrees that brevit) and 
simjilicity are "must>" if any sell 
i.. to s.'ei, till. .ugh the .-crcned 
liMenerV mind. Radio, in addition, 
needs How and continuity, says Angle 
Lcrch of Kst). -'You need to be a 
>ton teller with the w..rds that you 
u^e and the wa) > ou see them." 

I bis is why w riters must ba\ e a 
.-tiong ])r(Hbiclion senre. f"""' 

before the producer ever steps in. 
riiidnction |)eople will make changes 
and additions, of course, but the 
initial concept of the total commer- 



cial mi 
This 
>ion th 
the client' 



ne fioi 



the 



leans writers. a> thev i 
ap])roach which will ; 



live 



• lu.d.lem, ninst 
luMC an idea of |>aciiig. sound and 
dramatic Hair. 'llu\ imist know bow 
a \oice will fit into the cojn pattern 
ami what kind of a voice is needed: 
whether dialogue wonhl be moie 
e(Tecti\c than a straight announcing 
job: whether the audiem-e will re- 
>p.md more to a wahz hackgroun.l 
than to a cal>pM) bent. 

It's not onh the writer who should 



'hear" written cop\. So .diould the 
account man, for he's the one who 
makes the final ".-ale" of the agency's 
co|)\ to the client. The more so])his- 
ticated account ])eo]de never show 
radio co|)) to a client: they read it or, 
on occasion, sing it in an attemjit to 
gi\e an aural imj.ression. 

Ageiie\ writers lament their need 
for a hard-selling job within their 
own shop. Hut, as one sa)s, "We 
ha\e to sell all up and down the line 
in our own shop before it's ever 
.-bown to the client. And then we 
have to start at the ht)ttom and move 
up through channels there, too. 

"So the first thing any good writer 
has to do is believe in himself and in 
what he'? writing. If we don't believe 
what we're writing, it's a lead pipe 
ciiuh the li?tcner iie\er will!'' 

Copywriters think a sure way to 
.M-e that any writer develops eon- 
\ietion and confidence is to expose 
him to the client and to all aspects of 
the advertised products. When the 
writer starts from a ])osition of 
strength knowledge of the jiroduct 
and its uses- copy has a built-in sell. 



The 



lari.'^ 



[1(1 Miiall alike, want their 



s to r 



L' far 



ircb- 



ing the jirodiict and its claims and in 
rel\ing on their intnition and instincts 
for commercial tr(^atinent. Good 
fodder for the feeding of intuition, 
says M(Cann's Joan Sack, is "an 
awareiies> of (everything new in the 
entertainment business—every single 
phase of it. becaii?e tbi? s])arks crea- 
tive commercial ideas.'' She thinks 
tra\el also does this. But the biggest 
factor in creati\ ity is '"an ()])en. in- 
t(db'gent and aware mind." 

Margaret Throne sums up the 
same theme in this way: "Hadio 
writers need emiiathy with their 
audience. the\ need to be svinjiatico. 
This means that we nlu^t get close 
to a iH'ison and that jiart of a person 
that needs or wants our jiroduct.'' 

1a en though too many agencies 
neglect radio cojix (and arc less 
than i>rofes,--ioiial in other areas, too), 
there's an increasing awareness 
among agen<\ managers that the 
modern roiic( i)t of hiring all-around 
ad ,-i)cciali>ts also fre(pieiitly applies 
lo the cojw >talT. The\ know you 
don't just hai.pen to run across a 
combination salcMiian-ad profession- 
abps\chologist-writer . . . and you 
don't' bu\ hi- seiN i.vs idicaj^lN. ^ 
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SPONSOR ASKS 

{Cont'd jroiii inipe I 
Cordon Cray, mgr., 
ICKrr, I lia, Home. \. Y. 
W'luMi television l)ei;nri coiiimi'icial 
operation in the late' I'XO's it aulo- 
liiatieali\ jxit iiianv radio ])rojirainr^ 
on the air and railed them lelevi>ion 




propram.-i. Some e\enlually hecamc 
television ])rojiranis hut >omc ahvay> 
remained radio |)rofrninis on tele- 
One of the peniiiiieU .-ucee>>ful 
type* of ])ro<iram* irdierited from ra- 

Thi> wa- one of the ra.li.l prngram 
l\])es that made an exeellent transi- 
tion to television. .\ltlion<;h these pro- 
grams hear little resenihlanee to their 
early forerunners, they are ?lill called 

belter title. 

Advertisers who i>n\ live ])articii)a- 
tions in women's program.* reeei\e a 
number of im])ortnnl |)lnse>. I' or ex- 
ample, advertisers who i)urcha.-e jiar- 
tici|)alion in WKTY's Good Liviiiti 
recei^e llie added benefits of J.-an 
Phair's |)ersoiial endorsement and 
demonstrations. Particularly with 
live commercials, she is able to inte- 
grate the |)roducl"s sales message into 
the program formal, and aclually 
demonstrate its use. For thi.s reason, 
advertisers are urged to send co|i\ 
for live (leli\ery. ])lus product sam- 
ples for demonstration. Use in reci- 
pes, and on-camera (lis|)lav all week 
on .Mrs. Phair-s work table'. 

A pood look at the mail that Good 
Living receives will tell you how- 
much it is a|)])recialed and how much 
the viewers favor the sponsor's |)rod- 
Jcts. It's a i)iiilt-in sales tool used 
mccessfully here in this region by a 
meat packer (for five years I. a baker. 
i milk conipan\. all of wlioiri u.-e the 
ime-tested Nielsen of the sales result 
?hart. They wouldn't know a rating 
oook if it were thrown at them, but 
hey do know the jingle of the coin 
hat a show of this type brings in. 
vhen done with showmanshi]) by a 
eal pro. 



i 



WBNS Radio 

Columbus, Ohio 

John Blair X: Co., Representatives 



y-;«</i </,;>■. h:nn „.m. m mUlniglu, Cumuliinve I'lihe l,rmr^ 
„r n-arh (>!' ■. oi the radio horn,-!, in ilir Coliimhii, Mctr 
\l<irk,l. h gars uillnml .saying we ,ir,- the ntimhir one sKilion. 
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OnlyPRrsTO i.itc 
f.icc-s. Only PRriT ., a. no ,. n.4 ...inuk aur...... Ii.indlts i. 

the rroduction of its discs. Tliost flaws ;inil flecks th.it .irc 
recording sessions cin't pet p.ist the skilled eyes of PRrsTo's i 
for discs th.it .iren t PRESTO-rtrfcct? 

BOCrN' PRrsTO CO., Paramus, \'e\v Jersey. A Division of The Sie^lcr Corporation. 



Why settle 



e 19.U l/-.' ,rorU-< 



rejiilly vi.uii rt cor ding disci ar.d etjuipm, 
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DOM 
INAT 

Ed 

says Frank Palmer, Gen. Mgr. 

WFBG-TV 

ALTOONA, PA. 

High ratings arc top sales 
argument witli sponsors. 
And becau.se Warner Jiros. 
features dominate tlie com- 
petition, they're a cinch to 
sell. Frank I 'aimer writes: 
"Warner Bros, features help us 
capture the late night audience. 
In November, for example, we 
ran four Warner Bros, features 
from 11:15 p.m. to sign off in 
one week. They netted us an 
average share of better than 
70% of the audience! How's 
that for dominating?" 
Warner I'ros. features have 
produced such stand-out 
ratings morning, noon and 
night . . . weekdays and week 
ends. They break records for 
audiences and sponsorshij) 
time after time. Latch on to 
these profit-makers for your 
station. They're sure-fire! 

u.a.a. 

UNITED ARTISTS ASSOCIATED, inc. 

r<tW YORK, 345 r^adison Ave., MUrray Hill 6-2323 
CHICAGO, 75 E. Wacker Dr.. Otarborn 2-2030 
OAUAS, 15n Bryan St., Riverside 7-8553 
lOS AtJCELES, 9n0 Sunset Blvd.. CReslview 6-5886 



_ 




Richard H. Schutte, W r>t C.a^t managei 
of rv(.|..>rl E. Mailman .\ Co.. ha< been elect- 
e<l a \.|). lie lia? I.een \^\\h the cei) firm 
-iiR-c it \\a* eMal)lislie(l. .-^eliutle's liack- 
irroiiml iiirlude* a >tiiil with CUS Radio 
Spot >ah'^ in San Franci^eo and general 
-ales manager of the CI5S o6.o radio Mation 
in that ciu. In lini' with I-'.a^'tnianV eontin- 
neil expansion, a l.os \ii,<iele< odn^e was 
opene.l this ueek. hea.led h> Don Uosr-. fornierl> with CHS Spot 
.Sal.- and kN\. .I.dni Thaekaherrv will he as.oeiated with him. 

Robert L. Eskridge ha.- heen named man- 
ager of cereal:; arhertising and promotion 
for I'.aMon I'nrina Co. lie wa> previou.h 
a.-sistanl manager. K.k.idge joined lialMon 
in in the I'nrina Dog Chow di^ i.ion. 

I'riov to ilnit. he ua.< a radio writer for 
K\()K. St. Loni>. and a reporter on the 
.V. Louis Globe Democrat. In another 
„io\e to expand the advertising department. 
liaMon has name.l Kichar.l 1!. \in>ardto manager of Chou ad^erlis- 
ing an.l promotion. He was formerh an a.e. with I)' \re> in \tlanta. 
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Grant H. Keeler has heen promoted to ad- 
vertising manager of IVls Co. lie will 
work with Max Brown, dircutor of sales, in 
coordinating national arherlisiiig and .sales 
promotion for Instant Fels \aptha. liquid 
dishwashing detergent and Fels' new 
hons.-hohl ( leaner. ^p.-e(l\ K.-ls. ^re^ iously. 
Keeler spent fom \ears in the Fel- .-ales 
department, and then joined lh(> >"()/ur. 
,hn l-vniinf! I'o.st as assistant manager ,.f drng and toiletrv. lie 
returned to Fel- hist Oeloher a- as-istant ad\erlising niarin;;er. 




Max Bice has h.-en named 
KT\ r. \M \ TV. S.-attle-Ta.-o 
formerh manager of the radio 



of 



, His 



of i 



.•..ordinate pn.graming elTorts of th,- sister 
radio ami t\ operati..Ms. Hiee j,.im-d k'lAT 
irr l')l!;as.lir.Tl..r..f engimvring. In 10.15 
h.- h.-l.l thai p..siti<.n f..r hotli the ra.li.. an.l 
tv ..ntl.-ls. He was „am.-.l la.li.. manage, 
last \."ir. \lso name.l 1.) lele\ isi..n prof 
>pei,.'er. 11.^ was f..rnrerh trallr.-operations r 



mber 2 of the series: 

ny advertisers get more results on WKY RADIO 



When it counts— 
Oklahomans turn first 

.0 WKY 




For example: Oklahomans count on WKY Farm Co\ erage. 
It's a tradition. 

When you know that more ])eoi)le are tuned to you 

than any other station in Oklahoma, you've got 

to be good! And accurate! And believable! We guard 

our acceptance with a high fence of truth. That's wh>' 

no other station can get around it. over it. 

or through it. 



LATEST SHARE OF 


AUDIENCE 


Station 


Hooper 


Pulse 


WKY 


49.9 


37.5 


..g.. 


22.8 


22.5 


"C 


7.8 


13.5 


•■D" 


5.3 


11.0 


Daytime 


Averages 




Jan.-Mar 


Hooper & March '59 Pulse 




RADIO 930 



The WKY Television Svstem. Inc. 

WKY-TV. Oklahoma City 
WTVT, Tampa-St. Petersburg. Fla. 

WSF^A-TV. Montgomery. Ala. 
Represented by The Katz Agency 
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SRA does it right 

Atnid all the criticism of l)i()adca>t awards, it \\a> refre.di- 
iiii; to attend an a\vard> hmclicon that rcalh registered. 
We're rel'erriiii; lo the SKA Advertising Auards y.\\cu an- 
niiall\ t(i the "ontstanding tiniehiuer of the year" and "'for 
distinguished hroach'ast advertising leadershij)." 

'l"he a flair spelled "prestige" from beginning to (>nd. The 
j)acked lionse in the Starlight Koof of the Waldorf in New 
\ ork \\a> treated to comic entertaimnent. two winners who?e 
merit was evident to all. a warm friendh atnio#i)here. and a 
(h'j>artnre time that still allowed the rej)> present to <'all on a 
few timohnyiMs the same aft(>rnoon. E\en the food ua^ good. 

This was the >econ<l annual Imiciieon annoitneing the 
Silver \ail Auard and die Coh\ Key Award. WVll l.e waiting 
for the next award. 

Oh. yes. we had a critical comment. \ext time weM like 
to hear a i)it more about the factors that determined th(> two 
winners. That*-' the hnnian side and shouldn't be neglected. 

Radio's big local mystery 

in die last coiiph^ of week? we've heard a lot from .-tation 
men about radio"> "iiationaldoral'" mystery? 

"Why." they a.-k. "siiould our national bnstness be so 
sluggi>h when local busine.-* is -o terrific?" 

\cco](iiiig lo .-ome station owner.- local revemies will be nj) 
!:>;}()', ov.M- !'«', while in<'om.' from national >\}o[ and 
network is fighting to hold its own. 

\\c <h)n't know the complete answer, nor do we \ ct kiiow 
the fidl fact-. The recent \ \i5 survey showed that mo>t 
radio .-tatioii men ex]>ect bigger b]]siiies> this year hnt con- 
tained no breakdown lietwecii local and national sales. 

We'd like lo hear more about dii>. I f voir are a radio ^tation 
oi.erator. we'd w.dcome a Idler from\oii lelling how your 
hx'al and national sales compare willi V)r)H. 

Radio's "'local" ni\>lery doc.-n'l make iiiiieh .-eiisc to iis. 
liiil l(-t"s gel the facts before drawing coiKdiisions. 

THIS WE FIGHT FOR: First-Jidiul Icrioil l- 
cdiic of Jrnrricd's radio Ir iiKirliCls by ndver- 
liscrs. (i<s,cnr\ men. and net cxcrirl i res. "Soil/- 
bill can lake lire place of a "gra.s.s rools" trip 
for n real iiiidersldiid of local conditions. 




lO-SECOND SPOTS 

Sunset strip: If Longfellow were 
alive today, he would be astonished 
to find "The Children's Hour*' now 
ronsisis of carloons and Westerns. — 
Charles \\ Mathis. 

Critique: From a letter addressed to 
"sponsor" — 

"M\ mother and 1 often wateh the 
Perry Mason, series. It is different 
from most crime series and is eer- 
lainly to he usually the best. 

"Last Saturday's show on — , which 
Colgate and others sponsored was 
much degraded. One of the 
actresse,-s wore a transparent gown 
under which a])j)eared lo he panties 
and a hra. \o actress should he a 
walking underwear add on T.V. The 
])ro()f of the actress is in the aeting, 
it is easy to write a letter of eom- 
]daint Imt in this case it is needed. 
Let the camel get its nose under the 
lent and soon it will he in it." 
Belter under /lie ten! than under that 
11 nderircar. 

Hit: From a Produet Ser\ ices press 
release lor Green Stamps — '"Under 
the new plan, shoppers ean exehange 
merchants green stani])s for tiekets 
to top liroadway hits like '"Sweel 
llirth of Youth. . . .'■ 
/•Vv (/»Y7V. Utile hirlh. 

Cultural: Sign on the ])arking lot 
of a Clendale. Cal., harhershop- 
r\HKI.\r, FOK LOXC-IIAIRS 
ONLY. I'hil Slone. CI UAL Toronto. 

Casting: Laii\ Slewnrt. assis-lant to 
emcee Mer\ Criffin of \15C TV quiz 
show I'lay Your Hunch, was looking 
in pictnre fdes to find a girl whc 
would look like an airplane slew- 
ar(le>.'-. ran aero.-s a t\piral one ir 
Margan^t Lennoii. a secrelarv. 'Tii 
not a >ccr.-lar\ aiw m.ne.'" Mis; 
Lcnnon lold Stewart when he called 
••l■^e jn^t h.-come a TWA stew 
ar.h-ss." 

Add slogans: '"If \ on ran'l under 

stand il. o]>])ose it, ' 

Quote: "We ?eem to he^ the nios 

well recei\e<i: we have a steady au 
dieiue. Hut somehow we're anon) 
moiis."--H<dieit Co.stelhi. ])rodncero 
Irmslntns: Circle Theater in 
Guide. Don't u-orry. Co.<;t^•llo. ue nl 
feel lonesome .uvnetiines. 
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V CORINTHIAN STATION /^.w,,, , 

OTV Tulsa • KGUL-TV Houston " KXTV Sacramento • VANn & WANl -TV Fort W ayne ' WISH \\'lj.H T\' In.lian^p^ (is 





sunrise 



to 



, 1 h \\\V 



supper, 




WRCA TV LEADS NEW YORK DAYTIME TV! 

From 6 a.m. to 6 p.m., Monday tliroii{j;h Fri(la\. WHC A-TV is Xo. L in New York — delivering • 
mon; homes than any other station! More homes, more total viewers, more adults. . .at rales 
well under those of the nearest eouipetitor. Progranuiiiug is what makes the difference. New 
York prefers Channel d-'s \ariety of daytime entertainment and service programs, including such 
shows as: The I'riee Is Kight, Today, Hi Mom, Dr. Joyce Brothers, Treasure Hunt, Tic Tac 
Dough. County I'air and Movie • d. Dawn to dark, no matter what YVRCA"TV*4 
you're selling, the proper setting for your product is \VRCA-T\M NHciNShWYouK sold nv ndc spot sales 



horir lioiiics) ^ New York NSI, Mar.-^pr. 'S'j (audience coin[)osition)_ 



